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about NATIONAL 
“FIRE STOP WIRE 


@® Will not carry fire 

@ Preserves rubber 

@ Never sott - -gummy - sticky 
@ Saves labor-fishes easier 
® Strips freely - Clean copper 
® Fast colors - may be washed 
@ Will not absorb moisture 


| ® Braids will not strip back 
® Costs no more 
IRES pe 


National Electric Products Corporation 
Pi ttsburgh, Pa. 
















Unit Block Construction .. 


Effected a considerable saving for one contractor who, with many switches 
to install on a large job, removed the blocks from his Colt-Noark Nublade 
Switches and mounted the empty boxes. 


After he had completed his pipe work and pulled all his wires, he installed 
and connected up the blocks. 


He showed a saving in time and in porcelain breakage that made this a very 
profitable method of operation. 


In Colt-Noark Safety Switches all parts are assembled from the front of the 
box, making the above procedure possible and practical. 


May we show you how? Catalog ’’F’’ and an interesting booklet, “The 
Rampant Colt,” mailed on request. 


COLT’S PATENT FIRE ARMS MFG. CO. 


PIONEERS OF PROTECTION SINCE 1836 
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For 12 years the editorial 
efforts of THE JopBER’s SALES- 
MAN have been directed to 
sales and management prob- 
lems of electrical wholesalers. 
This service is now continued 
and extended by ELEctricaL 
WHOLESALING. 


Also, with a keen apprecia- 
tion. of the problems facing 
the electrical specialty dis- 
tributor, ELectricaL WHOLE- 
SALING renders him a special- 
ized editorial service in the 
Appliance Distribution Sec- 
tion, 


The news columns, always 
an important feature of THE 
Jopper’s SALESMAN, are now 
extended to include specialty 
distributors as well as elec- 
trical wholesalers. 
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KEEP Your EYE on OTEELTUBES 





Skirvin Tower, Oklahoma City. Electrical Work by Roy White, Oklahoma City; 
Material furnished by Glasco Electric Co., Oklahoma City. 95,000 feet of Steeltubes used. 


@ Here’s the Steeltubes picture... light...easy to bend... easy to cut 
25 million feet installed ...contrac- ...no threading. Three small parts 
tors using Steeltubes to win out ...coupling, box connector and : 
against competition...architects adapter take any box, conduit fitting : 
specifying Steeltubes for office build- or reflector and make them threadless. | 


ings, public buildings, factories and Get the facts about Steeltubes. Be 





homes...jobbers using it as an sure that your salesmen know its 


@ Steeltubes is made in seven 
standard sizes, from 3% inch 


entering wedge to get new business. many advantages so that they can 


Keep your eye on Steeltubes... to 2 inches ...same inside help their customers and prospects 
ee diameter as corresponding 
the modern electrical conduit. It’s sizes of old-style conduit. to profit by its economy. 


Electrical Division, STEEL & TUBES, INC., Cleveland, Ohio 


(A UNIT OF REPUBLIC STEEL CORP.) 


STEELTUBES 
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The Time Has Come......... 


if any, that determine the merchandising practices 

of some power companies. 

In refrigeration we have an example of the broad 
gauge thinking and effective leadership that the utilities 
can display. But range business, now in the market- 
ing spotlight, stands the chance of being hamstrung 
by that peculiar blindness to even their own interest, 
which has been too often conspicuous in the history of 
utility merchandising. 


|: is hard for the lay mind to understand the policies, 


Here is the situation: 

The electric light and power companies are making 
definite progress in settling disagreements with other 
retailers. They have abandoned many practices that 
were cause for complaint and have initiated broad pro- 
motional activities to develop markets for the entire 
trade. Refrigeration offers the best example: power 
companies have spent the greatest share of local ad- 
vertising money ; they have taken but a fraction of the 
total return in sales; they have organized and financed 
refrigeration shows; they have bought dealer paper; 
and they have been satisfied in all this with the ulti- 
mate revenue from consumer use. 

While acknowledging all they have done for the 
refrigerator business, we must bear in mind that the 
utilities never had a monopoly of sales in that field, 
neither have they been given preferential prices nor 
been permitted either to dictate retail prices or to force 
manufacturers into competitive bids for their business. 
Power companies have bought refrigeration from dis- 
tributors and have accepted not without grumbling, 
the same discounts as other retailers. Distributors give 
them the cooperation and support due a large customer 
and at the same time energetically develop other mar- 
ket outlets. In other words, the utilities have partici- 
pated in refrigeration business, they have not domi- 
nated it. Asa result, refrigeration has flourished and 
the utilities have profited hugely. Nor have their re- 
turns been in profit alone. Their efforts have resulted 
in better dealer relations. And here some utilities have 
learned almost for the first time, the importance of the 
distributors’ help in ironing out trouble with the local 


trade. 
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Electrical range business, however, reveals an alto- 
gether different situation. To all practical purposes, 
ranges have been a utility monopoly. They have done 
close to 90 per cent of all the range business, which 
for size or importance, could not begin to compare 
to refrigeration business. Last year refrigeration sales 
went up; range sales went down. Ranges have been 
and still are largely bought by the power company 
direct from the manufacturer. They are sold at prices 
fixed by the power companies—prices that in many 
cases still shut out dealer competition. 


Some manufacturers are today recasting their dis- 
tribution policies to put the range in the same class 
as the refrigerator; to sell it at prices sufficiently high 
to compensate wholesaler and retailer. In order to 
extend the range market they are asking the utilities 
to cooperate in this program by: (1) maintaining 
prices; (2) buying through the distributors on the 
same basis as other retailers; (3) pushing range sales 
in the price classes which afford a living return to 
manufacturer and distributor and permit free dealer 
competition. The distributor is essential to this pro- 
gram. For no other agency can so economically and 
effectually organize, direct and coordinate. 

From their refrigerator experience it would seem 
logical that utilities would welcome this step. As a 
matter of fact, they are not welcoming it, they are 
resisting it. There are a number of cases where utili- 
ties have thrown out a range they have been handling 
for years because they are now asked to buy it through 
a local distributor. They have said in effect: “We 
will not deal with a local wholesaler, we will not en- 
courage dealer participation in this market but so 
long as possible we will force the manufacturer to 
sell us direct in order that we can maintain low prices.” 
In short, they will continue the same practices which 
have resulted in the demand that utilities cease mer- 
chandising altogether. 

Now the fact is that the electric range business can 
no longer be a monopoly of the power companies. It 
represents the most immediate opportunity for the 
entire trade. But in order to realize this opportunity 
it is imperative that the utilities concur in policies 
which will place range distribution and range selling in 
line with refrigeration. In other words, to get co- 
ordinated local effort, the utilities must take their place 
with other retailers, buy from the same sources and 
sell at the same prices. 


LECTRICAL wholesalers and distributors have not 
joined in any attacks on power company merchan- 
dising. As a class they realize that the power company 
is an important factor and a needed force in promoting 
the sale of appliances and the power companies have 
in the past had many examples of their support and 
their disinterested friendliness. 

Now, however, the electrical wholesaler will be act- 
ing in his own interest, in the interest of his dealers 
and in the interest of the power companies themselves, 
when he joins in any legitimate endeavor to bring the 
utilities into line with a program of range selling sub- 
stantially similar to that which has brought them such 
rich returns on refrigeration. 


PRESIDENT 
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No wonder ANACONDA maintains 
such high standards of quality 











THIS SECTION of Anaconda’s fully-equipped laboratory 


ANACONDA . .. devoted to the constant improvement of Anaconda 
WIRING PRODUCTS 


The complete line of 81 Anaconda 


wie ant: canta senmes tetamee standards of quality are always well over the Under- 
these six that your customers use ; 


every day in their work: 


Rubber-Covered Wire 
ABC Armored Cable 


Rubber-Covered Wire . . . helps explain why Anaconda 


writers’ requirements. Nothing is left undone to assure 


Flexible Steel Conduit the highest quality in all Anaconda Wiring Products. 
Duraduct Loom 2 
Durax Sheathed Cable We use only the best of raw materials, the most mod- 


Flexible Cords 








ern factory equipment, conscientious, careful workmen 





AN AGOND A ... and subject the finished products to conclusive tests. 


mteus, Pat.ort, 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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Air Conditioning 
to the 


E constantly see statements by 
serious minded business men 
to the effect that air condi- 


tioning is the new industry which will 
lead us out of the depression. Regard- 
less of whether or not we agree that 
the depression can only be licked by the 
advent of an entirely new industry, we 
must admit that a wide variety of air 
conditioning equipment isnow available. 

Such magazines as the Business 
Week, Printer’s Ink, Saturday Eve- 
ning Post, Time and Colliers, together 
with the newspapers, both in their 
news columns and editorials, are de- 
voting much space to the subject of 
air conditioning. Asa result there is an 
increased conviction on the part of the 
public that the conditioning of theair one 
breathes is even more important than 
its temperature. Thus the market for air 
conditioning equipment already exists. 

What part will the electrical whole- 
saler play in developing this market? 
Will he develop specialists in the sale 
and installation of air conditioning 
equipment among his contractor cus- 
tomers? Electrical contractors in years 
past have generally been considered 
very poor business men. Only the 
plumbers have gone their reputation 
one better and yet today we find the 
plumbers, with their backs to the wall because of the 
lack of new building, seizing upon air conditioning as 
their opportunity to get profitable business. We find 
the plumbing and heating trade journals discoursing 
at considerable length in an endeavor to prove that the 
plumbing and heating contractor is the logical outlet for 
air conditioning equipment. 

This situation constitutes a very definite challenge 
to the electrical industry. Will electrical men go after 
the whole loaf or will they be satisfied with half a loaf? 
Even if plumbers do come into the air conditioning 
picture this equipment requires wiring which must be 
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- ++ A Challenge 


Electrical Industry 


Air conditioning has arrived. The market is estimated at 
$5,000,000,000. This involves wiring materials to the extent 
of $1,000,000,000. Will the electrical industry take a major 
part in the development of this vast market, or will it be 
content with the wiring business and leave the equipment 
itself to be sold by the plumbing and heating industry? 


By GEORGE C. BREIDERT 


General Sales Manager, 
llg Electric Ventilating Co., Chicago 


installed by the electrical 
contractor. A tremendous 
amount of wire, conduit 
and other supply materials 
will be used within the next 
few years for the installa- 
tion of air conditioning 
equipment. It has been es- 
timated that the cost of 
wiring for the installation 
of a ventilating fan equals 
20 per cent of the price of 
the ventilating fan itself. If 
this same ratio should hold 
true in the air conditioning 
field and if this field repre- 
sents a five billion dollar 
market, as has been gener- 
ally estimated, then right 
here we have a $1,000,000,000 market for wiring mate- 
rials alone. 

The national range campaign which is just getting 
under way is being sponsored not only by range manu- 
facturers, but by manufacturers of switches, wire, con- 
duit, and other materials required for the installation 
and servicing of these ranges. Does not the same situa- 
tion hold true with air conditioning as with ranges? 
Do not these manufacturers of wiring materials have a 
similar interest in the furtherance of this new product 
with its tremendous market? By advertising their 
products for use in connection (Turn to page 20) 
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ir Conditioning Has Arrived 


Room coolers in summer and humidifiers in winter are logical lines for the 
distributors of both refrigeration and ventilating equipment. Manufactur- 
ers of air conditioning equipment, ranging from portable devices to com- 





plete central systems are now selecting their channels of distribution 


less than six functions. They 

1. Remove dust and dirt from air entering the 
building 

. Cool the air in summer 

. Warm the air in winter 

. Increase or decrease the moisture content 

(relative humidity) of the air 
. Ionize or ozonate the air 
.. Circulate the air evenly throughout the build- 

ing at all times. 

Air conditioning, therefore, involves ventilation, heat- 
ing, refrigeration, and air cleaning, and it is only logical 
that we find established manufacturers in all of these 
fields now engaged in the production of this equipment. 

The term “air-conditioning” is generally used, how- 
ever, to describe equipment which performs any one or 
any combination of the above six functions. This equip- 
ment varies all the way from small portable humidifiers 
which evaporate small quantities of water, to centrally 
installed systems which completely condition the air 
through an entire building. 

Some of these central systems are integral with the 
heating system and their sale and installation requires 
engineering of a highly specialized type. For this rea- 
son we find theatre and other large commercial installa- 
tions usually handled by the manufacturer direct. 

Centrally installed systems for residences, however, 
require no more specialized knowledge or engineering 
skill than is necessary for the sale of oil burners. Both 
the electrical wholesaler and specialty distributor, with 
proper application, should readily master the details of 
such installations. Their sale, however, is limited prin- 
cipally to new houses and to those old houses where 
warm air furnaces, with the necessary air ducts, are 
already installed. 

Unit conditioners, many of which replace existing radi- 
ators, undoubtedly afford the largest market at the pres- 
ent time when new construction is almost at a standstill. 
Some types of unit conditioners are designed for both 
summer and winter use, while some only cool the air in 
summer and others only humidify the air in winter. 

The cost of a centrally installed system for the home 
is at present too high to be within reach of even the 
moderately well-to-do. However, it is quite unnecessary 
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Uniform temperature, summer and winter. Results of experimental 
central installation by the American Blower Co. in a Highland 
Park, Mich., residence 


to attempt to condition all the air in the home. A single 
room, properly conditioned, will afford an adequate de- 
gree of comfort, especially during extremely hot and 
sultry weather. Properly located, a single unit condi- 
tioner will satisfactorily handle several adjoining rooms, 

The unit conditioner recently developed by Frigidaire 
may be taken as typical of this class of equipment. The 
price for a single unit, installed, runs around $600 while 
a second unit, running off the same compressor, would 
bring the cost up to about $1,000. The unit can be in- 
stalled in place of an existing radiator and the compres- 
sor may be located either in the same cabinet or in the 
basement. A single conditioner installed in the living 
room or dining room may be provided with a throw-over 
switch to control a second unit located on the second 
floor. Thus, only one unit can be operated at a time 
from the single compressor. Incidentally, the capacity 
of this compressor is sufficient to also operate the re- 
frigerator. Installation involves connections to the heat- 
ing systems, a drain for de-humidification, piping for the 
compressor and wiring. 

Mechanical refrigeration is largely responsible for 
the cost of this type of conditioner. In an effort to 
reach a broader market, other manufacturers have de- 
veloped room coolers which employ ice as the cooling 
medium. These cost from $200 to $250 installed. They 
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1. PORTABLE ELECTRIC HUMIDIFIER— 
Lewis Air Conditioners, Inc., Minneapolis. 
List price, $16.50. Evaporates one pint of 
water per hour. Capacity, 10 pints. Will 
humidify 2,500 to 3,500 cu. ft. 


2. PORTABLE ELECTRIC HUMIDIFIER— 
A. C. Gilbert Co., New Haven, Conn. Four 
models. List prices from $35 to $75. Au- 
tomatic control optional. Capacity one 
gallon. Will humidify up to 7,500 cu. ft. 


3. "KLENZAIR" FAN—Swartzbaugh Mfg. 
Co., Toledo, O. List price, $34.50. Will 
wash and cool 1,000 cu. ft. of air every 
10 minutes. 


4. "AIRGARD" PORTABLE VENTILATOR— 
Airgard Ventilator Corp., New York City. 
List price, $79.50. Occupies two ft. of 
space on window sill. Filters air and 
silences street noise. Will ventilate up to 
3,000 cu. ft. 


“HANDY OZONATOR"—Interstate Elec- 
tric Co., St. Louis. List price, $18. Puri- 
ties air and destroys odors. Can be used 

supplement cooling and humidifying 
equipment. 


PORTABLE HUMIDIFIER—Pure-Aire Corp., 
-nicago. Washes, circulates, humidifies. 
spacity of water storage tank 10 to 25 
illons. 
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ILLUSTRATED ABOVE 


5. PORTABLE HUMIDIFIER AND AIR 
WASHER—Emerson Electric Mfg. Co., St. 
Louis. List price, $69.50. Will handle up 
to 10 rooms, or 20,000 cu. ft. Has pro- 
vision for permanent water supply and 
drain connections. 


6. "ILG-KOLD ICE KOOLER"—Ilg Electric 
Ventilating Co., Chicago. List price, $214. 
Capacity 300 Ibs. of ice, sufficient for eight 
to 10 hours. Will handle average size room. 
This manufacturer also makes a line of 
compressor type units including cabinet and 
ceiling models. 


7. "ZEPHYR 75" (With Cabinet Removed) 
—Air-Control Systems, Inc., Chicago. Ap- 
proximate price installed $400, without re- 
frigeration. Replaces ordinary radiator. 
Heats, ventilates, washes air, humidifies and 
de-humidifies. Also adapted for basement 
installation with ducts. 


NOT ILLUSTRATED 


PORTABLE AIR COOLER—Chil Aire Corp.., 
Kansas City, Mo. List price, $245. Capac- 
ity, 300 Ibs. of ice, ozonator optional. Will 
cool 3,600 cu. ft. 


“AQUAZONE" PORTABLE ROOM 
COOLER—Corozone Co., Cleveland. List 
price, $122.50. Circulates, cools, washes, 
humidifies and ozonates up to 36,000 cu. 
ft. per hour. 


























8. "SIROCCO" UNIT CONDITIONER— 
American Blower Corp., Detroit. Unit con- 
ditioner for restaurant, store and office, 
cooling and heating unit. Made in four 
sizes and capacities. Uses either ice or 
mechanical refrigeration. 


9. HOUSEHOLD HUMIDIFIER—B. F. Stur- 
tevant Co., Boston. Approximate price in- 
stalled $300, complete with automatic con- 
trol. Will humidify several rooms on the 
same floor. 


10. CENTRALLY INSTALLED PLANT— 
American Blower Corp., Detroit. Replaces 
warm air furnace and uses same ducts. 
Heats and cools air to proper winter or 
summer temperatures, cleans the air, cir- 
culates it throughout the home and con- 
trols humidities. 


“AIRLUX" HUMIDIFIER—Timken Silent 
Automatic Co., Detroit. Average list price 
installed, $175. Replaces radiator. Evapor- 
ates up to 100 gallons daily. 


“WEATHER-C ON TROL‘ UNIT—Motor 
Wheel Corp., Heater Division, Lansing, 
Mich. Approximate cost, installed, $650. 
Complete centrally installed plant, includ- 
ing oil burner. 
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Frigidaire’s Unit Air Con- 

ditioner is smaller than the 

conventional radiator which 
it replaces 


Offices as well as homes 

need air conditioners, es- 

pecially during the hot and 
sultry seasons 


are, however, purely a 
summer-time invest- 
ment. 

Still another type of 
air conditioning equip- 
ment is the portable 
humidifier. This con- 
sists of storage tanks 
for water which is 
slowly evaporated. 
The less expensive 
humidifiers depend upon natural circulation while others 
employ fans to circulate the moistened air. 

The combination of a room cooler using ice and a 
separate humidifier will afford year-round air condition- 
ing at a materially lower cost than a complete unit con- 
ditioner. Obviously, there is a definite market for both 
types of equipment. 

In metropolitan areas air filters, which rest on a win- 
dow-sill, afford freedom from both the noise and dust 
of the city streets and should find a ready market. 

Very few manufacturers of air conditioning equip- 
ment provide for the purification of air with ozone. 
Separate ozonators are available for this purpose. They 
may be used in connection with any other type of air 
conditioning equipment. 

A survey conducted by ELectricAL WHOLESALING 
among manufacturers of all types of air conditioning 
equipment brought forth some interesting comments on 
their distribution methods. 

One manufacturer stated “The markets for air condi- 





tioning units are not definitely decided. They are chang- 
ing daily.” In general the manufacturers of centrally 
installed systems reported that sales are now made by 
their own sales organizations. Unit conditioners are al- 
ready being marketed through oil burner distributors, 
plumbing and heating wholesalers, utilities, ice com- 
panies and electrical refrigeration distributors. Electri- 
cal supply wholesalers have thus far apparently failed 
to impress these manufacturers with their ability to sell 
air conditioning equipment. Here is one manufacturer’s 
viewpoint. 

“To date, the bulk of our equipment has been sold 
through individual organizations who have had some 
knowledge of air conditioning. On the sale of portable 
humidifiers we have contacted some of the best electrical 
supply wholesalers in the country, yet we find that such 
organizations know little or nothing about the need for 
humidifiers and consequently we cannot rely upon them 
to properly merchandise the unit for us. As more and 
more publicity is given to air conditioning the time 
will undoubtedly come when a humidifier will be con- 
sidered a stock in trade item and can be successfully 
merchandised through the electrical supply wholesaler.” 

Electrical specialty 
distributors, on the 
other hand, are con- 
sidered by most manu- 
facturers of unit con- 
ditioners, including 
room coolers and hu- 
midifiers, to be well 
equipped from their 
refrigeration experi- 
ence to successfully 
enter this new field. 

Power companies are 
becoming intensely in- 
terested in the promo- 
tion of those air con- 
ditioning units which 
employ mechanical re- 
frigeration because the 
compressors used in 
these units require 
much larger motors 
than do domestic refrigerators. One utility, for ex- 
ample, has three qualified engineers on its staff who 
devote their entire time to air conditioning. 

The ice industry, on the other hand, sees in the type 
of room cooler which employs ice an opportunity to get 
back some of the business which has been taken from 
them by the electric refrigerator and the National Asso- 
ciation of Ice Manufacturers has started activities to 
promote the use of ice for space cooling. 

The plumbing and heating industry sees in air con- 
ditioning a market closely allied with the heating of 
buildings and is taking a very active interest in this new 
field. 

Installation problems incident to the sale of air con- 
ditioning equipment appear to be no more involved than 
in the case of commercial refrigeration or ventilation. 
For this reason manufacturers of air conditioners appear 
to look with favor on those electrical distributors who 
have already demonstrated their ability to sell either 
refrigeration or ventilating equipment. 
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Modernization begins with light. The 
secret of economical and effective 
modernization of lighting systems is 
the intelligent use of surface wiring. 
Surface conduits and raceways are the 
ideal equipment for this purpose 











Surface Metal Raceways 
_ Aid the Modernization of Lighting 


A report by the National Committee on 
Reconditioning, Remodeling and Modernizing 


various cities over the country is a substantial recog- 

nition of the fact that the cure for industrial, com- 
mercial and structural obsolescence, is also the beginning 
of the cure for our present economic ills. For it is obvi- 
ous to all thinking men that the present is not only the 
most economical but also the most strategic time for the 
revision of factory, store, office and residential plant 
equipment. The revision will not only cost less, if ac- 
complished at the present moment, but it will place the 
operators of productive and rental property in a strong 
position to capitalize the swing back to prosperity, which 
the modernization of equipment will help to start. 

But, what is modernization? In a store—in a factory 
—in an office building? It is many things. But, in 
most every case, an important single factor is moderni- 
zation of lighting systems and equipment—because the 
modernization of lighting is a constituent part of the 
process of modernizing practically every industrial proc- 
ess and every store and office activity. 

In factories, stores, and offices, proper and adequate 
lighting helps to conserve floor space. It makes possi- 
ble the more effective use of new equipment. It cuts 
down spoilage, reduces accidents and decreases labor 
turnover. And, at the same time, it reduces costs and 
improves the efficiency of operations. 

At the present time, right in the midst of the depres- 
sion, and largely because of the keener salesmanship en- 
forced by it, merchants throughout the country are rea- 
lizing anew: 

Ist. That shopping centers are created and maintained 
by light. 

2nd. That window displays are made more effective— 
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ik modernization program actively under way in 


by day as well as by night—through proper lighting. 
3rd. That sales are made by light. 

Now the secret of economical and effective moderni- 
zation of lighting systems is in the intelligent use of 
surface wiring. Surface conduit or surface race ways 
are the ideal equipment for this purpose. For it is not 
only quickly and easily installed—hence, inexpensive on 
its own account—but it does away with the frightful 
nuisance and expense of digging into walls and ceilings, 
“channelling” as it is called (because you have to dig 
deep and ugly channels into the plaster, terra cotta or 
brickwork), in order to relocate wiring circuits or to 
establish new outlets, switch plates or fixture bases. 
Surface race ways are not only neat and inconspicuous— 
because their neutral colors blend with my color scheme 
—hbut they may be easily painted to match woodwork or 
plaster. 

Mr. E. I. Bell, writing in “Industry Illustrated,” sums 
up the case for surface wiring and its relation to the 
demand for better lighting in an analysis written from 
the factory point of view, but which applies equally 
well to store and office rewiring, and which also ex- 
presses the consensus of opinion among lighting experts 
and engineers throughout the country. He says: 

“Contractors have seen the logic of surface wiring. 
The electrical contractor has accepted it as a speedier 
and more satisfactory method of doing the job. He sees 
in it more business for himself. (And this means more 
orders for his wholesaler). The central station interests 
also welcome it. Surface wiring makes adequate, 
effective lighting available, at relatively small installa- 
tion cost. Necessary changes can be made with prac- 
tically no interference with the workers.” 








Truck Gardens- 


A New Wire Market 


Tess conducted in California 
prove that the wiring of garden plots is 
profitable to vegetable growers. Thus truck 
gardens open a new market to wholesalers, 
working with their contractor customers, for 
the sale of wire and control equipment 


favorite sport with California raisers of this vege- 

table. Several years ago some one discovered that 
covering the young plants with canvas would prevent the 
early cucumbers from getting frost-bitten and later beds 
were made and covered with canvas which was thus 
lifted above the vines and was a still better method. 

Now comes the experiment of raising them by elec- 
tricity, and this too appears to be successful, judging by 
what has been accomplished. These experiments were 
under the supervision of G. N. Hawley of the Southern 
California Edison Co., and were conducted at Watson 
Station, 15 miles south of Los Angeles. Mr. Hawley is 
industrial heating engineer of the company. 

The first of what is to be a series of experiments was 
carried out on two plots of cucumbers, each consisting 
of a tenth of an acre on the farm of I. Matsuda, a 
Japanese gardener. By contrasting the cucumbers pro- 
duced on an electrically heated plot with one that was 
left to the course of nature, the company is getting 
experience as to the economic worth of the idea. 

One piece of ground was a check plot and the other 
was wired. Both plots were planted the same day during 
the last week of March of last year. On the wired plot, 
covered copper wires were submerged eight inches be- 
low the soil surface. These wires were laid in parallel 
rows four feet apart. An ordinary return circuit was 
used, automatically controlled from a thermostat in the 
center of the electrified plot. A ground temperature of 
70° F. was striven for and the thermostat was so regu- 
lated that when the temperature fell below this point, 
current was automatically turned on. 

Considerable experimenting was done with the type 
of wire used in the project. After several trials it was 
found that ordinary rubber covered wire gave the best 
all around results, and also was the cheapest. About 745 
ft. of wire was required for the plot. 


CC isvore cucumbers along has always been a 
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Bigger and better cucumbers 20 days ahead of the 
market—no wonder he smiles 


Five kilowatts of power were used. When the heat 
of the sun was sufficient during the daytime to drive 
soil heat above 70° F., the thermostatic control auto- 
matically cut off the current. Thus the electricity was 
working only when needed. During the test the current 
was on about 40% of the time. The time element, 
according to the experimenters, is exceedingly variable, 
and will be different for each year and for every district 
where such methods of vegetable culture may be tried. 

Current was applied for 41 consecutive days, from 
the actual time of planting to the maturity of the crop. 
On April 30, the first cucumbers were taken from the 
vines. This was 20 days before the cucumbers planted 
on the same day in the unelectrified plot were of mar- 
ketable size. 

The temperature of the wired plot never fell under 
a degree or two below 70° F., while the night tempera- 
ture in the unheated section of ground dropped to 45° 
F., showing that the electrical method was able to main- 
tain heat at least 25 degrees higher than that on unwired 
ground. The cucumber seeds were planted just above the 
wires, so that the plants received the maximum of heat 
generated. 

The results achieved were startling. The advantage 
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|. Bird's-eye View Unheated plot 


of growth in favor of the electrified 
cucumber plants was apparent a few 
days after planting. At 16 days the 
heated cucumber vines showed more 
than twice the development of those 
grown in the ordinary way. But beside the speed of 
growth, the electrified plot produced twice the yield of 
cucumbers, figuring on date of maturity for both plots. 
Also the forced cucumbers were larger in individual size, 
all being choice “cukes.” 

The real worth of any such demonstration is in its 
practicability as to financial results. During the 41 days 
the current was turned on in the plot, $40 worth of 
electricity was consumed. The owner of the land real- 
ized almost $300 for the product of the heated soil. 
Some-of the earliest cucumbers, coming into maturity 
20 days before the first of the regular crops, sold for 
25 cents each. From the unheated plot Mr. Matsuda 
realized $150. Installation cost was $100 for the tenth 

‘an acre. Thus the installation was paid for by the 
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2. Average Vine Unheated Plot 
3. Average Vine Heated Plot 
4. Bird's-eye View Heated Plot 


proceeds of the first crop. The electric 
equipment will be good for several 
years, according to Mr. Hawley, so on 
all future crops there will be a sub- 
stantial profit for this truck gardener. 

From this experiment the results appear to justify the 
use of electricity in heating uncovered plots of ground. 
The cost of installation to the grower should be about 
$1000 per acre. 

Truck farmers who get into this field early should 
make a good profit above that realized from cucumbers 
or other vegetables produced in the ordinary way. 

In localities where cold snaps bring disaster to early 
vegetables, this method of heating the ground offers 
possibilities of great savings, and even the prevention 
of loss of crops. 

Wiring of truck gardens, therefore, opens up a new 
market for the sale of wire and thermostatic control 
devices by electrical wholesalers who persuade selected 
contractors to specialize in this new field. 








Real Profits in a Depression Year 


Due to Specialized Selling 


A CASE STUDY 


Vv 


By assigning separate salesmen to each major market (resale, contrac- 
tor, industrial and commercial) this wholesaler maintained a well bal- 
anced sales volume last year and earned 13.8°% on his investment 











ume of 27 per cent in 1931 over 
1930, this wholesaler reduced 
his overhead expenses below 20 
per cent and showed a net operat- 
ing profit of 1.6 per cent last year. 
This was largely due to the well 


| N spite of a decline in sales vol- 








Volume of. Sales 
Size of Territory....1,500 sq. miles 
Population of Territory. . .2,500,000 


Character of Business 
Contractors... 30% Industrials.30% 
Retail Dealers 30% Com’lBldgs10% 


is intensively covered by five sales- 
men each of whom specializes on a 
single class of trade. Two sales- 
men devote their entire efforts to 
dealer accounts, another handles 
electrical contractors, the fourth 
specializes on industrial accounts 
and the fifth calls on commercial 

















balanced character of his business 
which was almost equally divided 
between the contractor, resale and 
industrial markets. 

The boundaries of the territory covered have been 
very definitely determined and include a section of one 
of the larger metropolitan trading areas. This territory 
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How the Gross Margin Dollar is Divided 


and public buildings. As a result 
accounts on the books include 500 
retail dealers, 200 electrical contractors and 150 indus- 
trial accounts. Of the 500 retail accounts, 300 are hard- 
ware stores, 150 radio dealers, 20 electrical dealers, while 
the balance are scattered among jewelry, furniture and 
department stores. Commercial accounts include hotels, 
theatres, hospitals, educational and other institutions. 

The activities of the company are directed by two ex- 
ecutives and personnel totals 26. This includes the sales 
manager, five salesmen, a lamp specialist, one fixture 
man, three inside salesmen, service manager, office and 
credit manager, purchasing agent, shipping clerk with 
two assistants, receiving clerk, three truck drivers and 
five office girls. 

The territory served has a radius of about 25 miles 
and another city 40 miles distant is served with truck 
delivery one day a week. 

Wiring materials lead in sales volume, followed by 
appliances, lighting equipment, control apparatus, radio 
tubes, ventilating equipment, tools and signal equipment 
in the order named. 

About 80 manufacturers serve as regular sources of 
supply and approximately 5,000 items are carried in 
stock. The warehouse is located within one day’s ship- 
ping distance from principal sources of supply and an 
inventory turnover of eight times was obtained last year. 
This turnover was secured in spite of the fact that four 
lines of wiring devices and heating appliances are 
stocked, three lines each of conduit fittings, fuses and 
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safety switches and two lines each of conduit, wire, out- 
let boxes and panels. 

Salesmen are compensated on a straight salary basis 
which. this house estimates should not exceed seven per 
cent of the salesmen’s gross sales. The men are credited 
with all house business received from their accounts. 
On an average they bring in personally about 30 per 
cent of the total business. The salesmen furnish their 
own cars which they maintain out of their salaries. 

Sales meetings are held every Thursday, presided over 
by the officials of the company. In these meetings new 
items are discussed, resale prices criticized, and cus- 

















FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1931 
1. Net Sales,. after deducting returns and al- 
1OWENCES 2S sie $618, 352 
2. Cost of Merchandise; ‘including sosaia 
transportation: 75.4 fis 6 a ee os Ss ; $489, 710 
3. (a) Gross*Profit (Item. 41— Item 4 $128,642 
(b) Gross Profit Rate (Item 3a+Item 1).. 208% 
4. (a) Total Operating Expense (Overhead). $118,903 
(b) Overhead in Percent of Net.Sales..... 19.2% 
(c) Operating Ratio (Item 4a~+ Item 3a).. 92. 5% 
5. (a) Net Operating Profit (Item 3a — Item 
ee a $9,739 
(b) et Operating: Profit: Rate (Item 5a + 
5 ea s. «1.6% 
6. ole Income and Deductions 
(a) Interest Received. 0. 0... ect es None 
(b) Cash Discounts Taken ........ $13,522 
(c) Cash Discounts Given - See eee 9,457 
dy Tot ee se. $4,065 
7. Net Profit (Item 6d + Item 5a).......... $13,804 
8. Net Profit Rate (Item 7 + Item 1)........ 22% 
9. Merchandise Inventory .................-- $60,000 
10. Inventory Turnover, Times per Year...... 8.0 
11. Investment or Working Capital.......... $100,000 
12. Capital Turnover, Times per Year........ 6.2 
13. Net Profit Rate on Capital- Investment 
(item 7 + Jtem 11)c.  . feces ec 13.8% 














cial and industrial lighting fixtures, radio and wiring 
materials are also shown. 

In building industrial business the salesman who spe- 
cializes in this field makes every effort to get into the 
plant and to contact not only the purchasing agent and 
electrician, but every other man in the plant who is in 
any way interested in the electrical equipment. This in- 
dustrial specialist is not technically trained but, when in 
need of engineering information on such lines as con- 
trol apparatus, power panels, lighting equipment and 
tools, he makes use of the services of his manufacturer’s 
representatives. 

Group insurance is not carried, but the two owners 
of the business are each insured by the company for 
$75,000. A general catalog is issued, also a special cat- 
alog of electrical gifts which is gotten out for the holiday 
season. 

The warehouse is located in the wholesale district with 
ample parking space for ctistomers. Floor space totals 
23,000 sq. ft. divided as follows: warehouse, 20,000; 
office 600; display room 600; counter 300; receiving and 
shipping 1,500. 

The order routine is very simple. Four copies of each 
order are written up. The original is used for pricing 
and billing, duplicate is customer’s copy, triplicate acts 
as a delivery receipt, while the fourth copy is registered 
and checked with the invoice to avoid toss of an order. 
A perpetual inventory is not used and stock is controlled 
by closely watching the bins. 

The front of the store has two large show windows 
which are frequently changed and in the space near the 
counter is a floor display of major appliances, lamps and 
seasonal lines such as electric trains for the holidays and 
golf supplies during the summer months. A lighted 
display case is used to display electric clocks and small 
appliances to advantage. (Turn to page 20) 











Financial Statement Shows 13.8% Earned on Investment 


tomers’ complaints taken up. An effort is made in every 
meeting to discover if competitors are stealing a march 
on this house on any individual item. Collections are 
discussed and suggestions of any kind welcomed from 
the men. Outsiders, especially manufacturers’ men, are 
continually brought into these meetings, especially when 
a new device is taken on. 

The gross profit of this house amounted to 20.8 per 
cent last year. This was largely due to the fact that 
two separate price schedules are in force. A large and 
profitable counter business is done by this wholesaler, 
but a higher price schedule has been developed for these 
smaller buyers who actually buy in retail quantities and 
who account for perhaps five per cent of total sales. 

Occasionally, purely social gatherings are held for the 
customers and an effort is constantly made by the execu- 
tives as well as the salesmen to build up close personal 
contact with each customer, to learn both his business 
and social problems and to try to assist him on both. 

Lighting fixtures are a very important line with this 
vholesaler. A large display which consists of several 
ooms opening into each other, includes a very complete 
line of residential lighting fixtures. This display is in 
harge of a special fixture man. Appliances, commer- 
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STATEMENT OF OPERATING EXPENSES 


ADMINISTRATIVE 
1, Executive Salaries and Expenses.... 3.4% 
2. Office Salaries... .... 3.5 65555 Ses ca 3.0 
3. General Office Expense 
(a) Postage 6.5... a Ss 0.3 % 
(b) Stationery and Supplies......... oe 7.5% 
(c) Telephone and Telegraph....... 


(d) Maint., Repairs and Depreciation 02 0.2 





(e) Miscellaneous Office Expense.?.. 0.0 
4. Legal and Collection Expense....... 0.2 
WAREHOUSE 
5. Heat, Light, Water & Power...... 0.4% % 
6. Repairs and. Depreciation........... 0.0 3.5% 
7. Delivery Expense ...........c000es 2.0 
8. Store and Warehouse Salaries ....... 11 





SALES 
9. Sales Promotion, Advertising, etc.... 0.1% 
10. Salesmen’s Salaries and Expenses.... 3.0 - 


FIXED CHARGES 

11. Rent and Other Real Estate Charges 10% 
12. Insurance, Taxes. 2.00.3. . cck as sss 

13. Miscellaneous -..... 2.0... ceseee cess 00 


- OTHER EXPENSES 

14. Interest on Capital and Borrowed 

Pungs (5 ees ks 1.2% 
2.0 


3.1% 





1.9% 





3.27 























Breakdown of 19.2% Overhead 

















WHOLESALING 






Formerly Gre Jobber'’s Salesman 


E. T. ROWLAND, Editor 


We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


A Challenge to 
the Industry 


EWSPAPERS and magazines have devoted many 
columns to the new industry, air conditioning. 
The public has not only read about the comfort which 
it makes possible, they have actually experienced its 
benefits in air conditioned theatres, restaurants and 
trains. Thus has desire already been created. It is 





only a matter of months before air conditioning will 
be installed in many of the better and middle class 
homes and in many stores and offices. 

A wide variety of equipment is now in production, 
ready to meet this demand. Through what channels 
will it be distributed? 

The plumbing and heating industry, through its 
trade associations and trade magazines, claims that 
the air conditioning field belongs to it. Its wholesalers 
see in air conditioning their only chance to increase 
sales during the balance of 1932. These wholesalers 
realize that a specialty selling job is involved, that 
this equipment cannot be sold over the counter for 
many years to come. Individually they are aggres- 
sively seeking out manufacturers and endeavoring to 
convince them that the sales ability of their organiza- 
tions justifies their receiving franchises as distributors. 

We believe no type of distributor is better equipped 
to enter this new field than the electrical specialty dis- 
tributor with his refrigeration experience and the elec- 
trical supply wholesaler who has successfully sold 
ventilation. , 

Whether or not either or both will become a factor 
in the distribution of air conditioning equipment de- 
pends entirely upon their individual aggressiveness 
first, in establishing connections with manufacturers 
and, second, in developing hard-hitting dealer organ- 
izations of the specialty type. 

The aggressive distributor will approach the manu- 
facturer and not wait for the manufacturer to seek 
him. His big opportunity to become firmly established 
in this field is not next year or the year after, but 
NOW. 


Will Others 
Again Follow? 


ENERAL Electric, first manufacturer to come 

forth with a three year guarantee on electric re- 
frigerators, now again sets a precedent by announcing 
an extension of its guarantee period to four years. 

It would appear that the purpose of this new policy 
is to impress the public with the confidence which this 
manufacturer has in the quality of his product. If 
this be true, then the purpose is unquestionably sound, 
for the day has arrived when electric refrigerators 
must be sold on a basis of quality and value rather 
than on a basis of price. 

But will the method which this manufacturer has 
adopted prove of benefit to the industry and especially 
to the distributor? The survey recently conducted by 
N.A.R.R.E.D, and published in our April issue showed 
distributors to be 92 per cent opposed to the continu- 
ance of the three year guarantee and 74 per cent in 
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favor of a one year guarantee on electric refrigerators. 

According to this same survey 96 per cent of dis- 
tributors are now paying all labor charges incident to 
servicing. On defective parts 62 per cent are paying 
transportation costs both ways and 27 per cent one 
way. With the recent reductions in list prices does 
the distributor’s margin allow him to set up adequate 
reserves to meet these servicing costs over even a 
three year period? 

Again referring to the N.A.R.R.E.D. survey we 
find 94 per cent of the replies opposed to the sale of 
refrigerators on three year terms while opinion was 
almost equally divided as to two year terms. Assum- 
ing that selling on two year terms is sound merchan- 
dising is it wise to extend the guarantee period beyond 
the date of the final payment? 

Also, when some distributors reported to N.A.R. 
R.E.D. that they were ignoring their manufacturers’ 
three year guarantee and successfully selling refrig- 
erators on the basis of one year’s free service, does this 
indicate a need for any extensions of manufacturers’ 
present guarantees? 

And, furthermore, should it be necessary to give 
long term guarantees on electric refrigerators when 
automobile manufacturers have gradually reduced their 
guarantee period until now 90 days represents the 
common practice of this older and more experienced 
industry ? 

Instead of joining in a mad scramble to make the 
four year guarantee a general practice in the industry, 
other manufacturers of electric refrigerators will, we 
believe, give careful consideration to these various 
factors before deciding upon any revision of their 
present policies. 


The Wholesaler's 
Strategic Position 


RECENT editorial in Electrical World chides 

both manufacturers and wholesalers for shirking 
their share of responsibility in working for local mer- 
chandising cooperation. It states that “an organized 
effort by manufacturers and wholesalers to develop 
practical and cooperative merchandising plans is in 
order,” 

While we must admit that wholesalers, as a group, 
have been decidedly indifferent in some territories, in 
others they have been most aggressive in working for 
utility-distributor-dealer cooperation. An outstanding 
example is the Mohawk Valley Club which has estab- 
lished the most cordial relations with the utilities op- 
erating in central and western New York State and 
which has been instrumental in the adoption of con- 
structive merchandising plans whereby utility, whole- 
saler and dealer cooperate locally to increase sales of 
electrical merchandise. 





Whereas in the past, the wholesaler’s indifference 
in many localities has been only natural because of 
the attitude of the local utility, it must be recognized 
that central station merchandising men, especially the 
higher executives, are rapidly coming to realize that 
their local electrical distributors can be extremely help- 
ful to them in their load-building efforts. 

This new utility viewpoint is very clearly set forth 
in Mr. Mettenet’s article which appears elsewhere in 
this issue. This new attitude merits the hearty sup- 
port and willing coopération of the wholesaler. Old 
prejudices and any errors of the past should not pre- 
vent an open mind in judging of the sincerity and 
fairness of a utility’s present merchandising policy. 

A utility merchandising executive has told us that 
in many cases dealers have rejected advances by his 
company. Remembering old grievances, some of them 
dating back several years, these dealers have doubted 
the sincerity of the utility and refused to believe that 
there was no ulterior motive behind their advances. 
Such experiences are disheartening, to say the least, 
to the utility executive who wants to establish friendly 
relations with his local dealers. 

In such cases he should feel free to turn to the 
wholesaler who is already close to the dealer. But 
first he must sell himself to the wholesaler and the 
wholesaler should also banish any prejudices. He 
should not only meet the utility half way, but actu- 
ally take the initiative, if necessary, in negotiations 
leading to a complete program of local cooperative 
merchandising. 

The recent recognition of the dealer as an important 
merchandising factor by the Commonwealth Edison 
Co. of Chicago, and the inauguration of its five to 50 
dollar plan for financing dealers’ small appliance sales 
is a direct result of such initiative on the part of a 
committee of Chicago wholesalers. 
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Congratulations to 
a Contemporary 


ITH its April issue Trumbull Cheer celebrated 

its twenty-fifth birthday. Only eight other house 
organs, according to Printer’s Ink, can claim the dis- 
tinction of having completed a quarter century of 
continuous publication. 

Through “Trumbull Tem, the Peerless Wireman,” 
with his wholesome philosophy and his courage and 
faith through good times as well as bad, this maga- 
zine has made for itself a warm place in the hearts of 
thousands of electrical men. 

To Trumbull Cheer, on its twenty-fifth anniversary, 
we extend our sincere and hearty congratulations. 
May it long continue to occupy its unique place among 
electrical publications. 
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Traveling An “Export” Territory 


Each June Verne Harrison of the General Electric Supply 
Corp. starts out from Seattle on his annual trip to Alaska. 
As a result of this personal contact his customers send 


their orders in the year round 


from hardware stores, an occasional general 
store and some from contractors and dealers, 
of which latter there may be on the average 
about one in each town. 

Much of the wiring is done by the power 
companies in these places, but where there 
is a contractor he gets his share of work as 
the electrical industry in each town pulls 








AT THE JUNEAU GOLF CLUB 


Verne Harrison (left); George Parks, Governor of Alaska; W. S. Puller, 
Alaska Electric Light and Power Co., and Mr. Bradford, Alaska Juneau 


Gold Mining Co. 


salesmen. Suppose you were instructed to start 

on a trip selling electrical supplies and appliances 
equivalent to traveling across the United States and 
back, taking six weeks at it and covering a dozen or 
so towns the total population of which would not exceed 
20,000? Do you think you could make it pay? Remem- 
ber that the old expense account would be hit for some- 
thing like a thousand dollars, or “one grand” in common 
parlance. 

Yet this is what Verne Harrison does. He is a sales- 
man for the General Electric Supply Corp. of Seattle. 
Each year, about the first of June, he sets out for Alaska. 
His first stop is Ketchekan, 700 miles from Seattle, and 
his extreme point is another 2,300 miles further. In 
between are little towns ranging from 500 to about 5,000 
population. The trip from Seward to Anchorage, 470 
miles, is by train. All the rest Harrison covers by water 
because the towns are strung along near the coast. In 
most of the territory he will encounter during that time 
of the year temperatures no more than two to 10 degrees 
colder than he would find at home in Seattle. At some 
places a little in from the coast he may find it quite hot 
—perhaps 100 degrees F. Daylight saving time means 
nothing to Alaskans. Some days they will knock off 
work at 11 o’clock and go to see a midnight base ball 
game by daylight. 

Verne will tell you that most of the business he gets 
comes from the power and light companies, with some 


16 


| te is “food for thought” for most wholesalers’ 





pretty well together. Electrical appliances 
are largely used and in certain places in 
Alaska electric ranges are said to be closer 
to saturation than in any place in the world. 
Rates in certain centers are in line with the 
rates in the Northwestern states, though in 
a few cases the rates are exceedingly high, 
judged by our standards. This, however, 
does not seem to discourage the use of elec- 
trical appliances. 

The people in Alaska are an exceptionally 
good class todo business with. They trust each 
other and they trust the “outlander” until 
he has done something to destroy their con- 
fidence. An instance to illustrate their con- 
fidence in each other was related by Harri- 
son. He was in a store talking to the proprie- 
tor and noticed two or three people going 
around through the store looking at things, 
so he suggested that he would wait while the 
proprietor waited on his trade. To this the 
proprietor replied that they would take care of them- 
selves and get what they wanted. He found later that 
this was exactly what they did. They made their selec- 
tions, took the merchandise and left little slips telling 
what they had taken, to be paid for later. This is said 
to be quite the custom. 

The salesman traveling this territory finds comfortable 
accommodations for the most part and is always made 
to feel at home, and is taken in, as a matter of course, 
as one of the party on many a hunting and fishing trip. 
He may arrive in a town and do all his business in a day 
and then have to wait for two or three days for a train 
or a boat out to the next stop. But a general invitation 
to their hospitality has been issued upon his arrival and 
a fishing or hunting trip is usually arranged for his bene- 
fit. Verne says that it was nothing unusual when three 
of them went out for king salmon and got 800 pounds 
between them, ranging from 12 to 35 pounds to the fish. 

As said in the beginning, this is a long and expensive 
trip. But while it may not always pay in orders actually 
taken during the course of the trip, it always pays out 
well through the orders sent in to the house in later 
months as a result of the contacts made and good will 
secured through these contacts. 

(Editor's note: In Frank Parrish of Fobes Supply 
Co., Verne Harrison has a friendly rival in the Alaska 
territory. An account of Mr. Parrish’s Alaskan ac- 
tivities appeared in the March issue of “Electrical 
Wholesaling.” ) 
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ANCHORAGE—ONE 
OF THE BIG TOWNS 


AN ALASKAN 
CONTRACTOR 
Jack Chevin of Anchor- 
age talking things over 
with Harrison 










With Verne Harrison 
in Alaska 


EKLUTNA POWER DEVELOPMENT 
A hydro electric plant of the Anchorage Light and Power Co. 





ONE OF THE WATER WHEELS 
At the Anchorage Light and Power Co.'s Eklutna plant 
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OUTDOOR POOL INDOOR SWIMMING POOL 


Sun tent at the Riverside Pool, 5 | 


in the Commercial Field 






The pool of a Philadelphia apart- 
ment house 
















KINDERGARTEN 


The sun room of the Hebrew Kindergarten and 
Infants’ Home, Far Rockaway, N. J. 





APARTMENT HOUSE 
ed un lame ire.sinsta led In every 
bathroorr f the Edqewater Apartments, Cleveland 
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CHILDREN'S WARD 


installation is at the Maryland Gen- 
eral Hospital, Baltimore 
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An Important S 





E all know that this year, 
especially, both the electrical 
wholesaler and the specialty 


distributor are facing very serious 
problems. Some of these problems 
each must work out for himself in 
his own way, others are community 
problems and still others concern the 
entire industry. Nothing can be more 
important at this time, we believe, than an open discus- 
sion of some of these subjects. 

It is unfortunate that so many members of N.E.W.A. 
felt they could ill afford the time and expense required 
by attendance at Hot Springs this month. Rather than 
attempt to hold a convention under present conditions 
the Executive Committee wisely decided to cancel the 
spring meeting. 

Convinced of the very great need for an open discus- 
sion of industry problems at this time, ELECTRICAL 
WHOLESALING decided to step into the breach and 
devote its June issue to a special convention program. 
This novel plan has met with enthusiastic support from 
manufacturers, wholesalers and officials of N.E.W.A. 

Announcements of this convention, together with 
registration cards have been sent out. Returns to date 


tep in Meeting 
the Wholesaler’s Problems 





As the N.E.W.A. will not hold its usual spring convention 
this year, “Electrical Wholesaling," in its June issue, will 
conduct a special industry convention at which problems 
of vital concern to both supply wholesalers and specialty 
distributors will be discussed by prominent leaders in the 
field of electrical distribution 


indicate a very heavy registration for this convention. 

Next month, therefore, through the pages of Exec- 
TRICAL WHOLESALING, the entire distributive branch of 
the electrical industry, including national houses, inde- 
pendent wholesalers, specialty distributors and their 
salesmen, for the first time in history will attend a single 
convention. And they will do so without taking any 
time away from their business. 

Sitting comfortably at home in their favorite easy 
chairs they will all read the same “addresses” each of 
which has been specially prepared for this Convention 
Number. 

A most important phase of any convention is the 
opportunity which it affords for open discussions from 
the floor. Such an opportunity will be provided at this 
convention. Preprints of each address will be available 
early in May. They will be sent, on 
request, to both wholesalers and manu- 











THE CONVENTION PROGRAM 


Opening Address................-...----.--.-. By B. W. Clark, President, N.E.W.A. 


General Manager, Westinghouse Electric Supply Co., 


New York City 
Reports of N.E.W.A. Activities 


The New Status of the Electrical Wholesaler... By George E. Cullinan 


Vice-President in Charge of Sales, 
Graybar Electric Co. 
The Wholesaler's Part in the Range Campaign 
N.E.M.A. Range Committee, 
Staff Assistant to the President, 
Edison General Electric Appliance Co. 
Your Competition Determines Your Profits... 
Marketing Advisor, 
Chicago 


Super Sales From Sunlamps..................---------------- By Carl W. Maedje 


Ultra-Violet Section, Incandescent Lamp Dept., 
General Electric Co., Cleveland, O. 


How Can the Wholesaler Locate Good Dealers? By David R. Osborne 


Sales Training Director, 
Studebaker Sales Corp. of America 


Analysing Your Business for Profits... .......By E. T. Rowland 


Editor, 
ELECTRICAL WHOLESALING 


Pictorial Section, Exhibiting the Latest Products of Electrical Manufac- 
turers Together with New Applications and Sales Methods 


And—the usual departments and news items. 


ical By H. J. Mauger 


By Martin J. Wolf 


facturers who wish to contribute a 
written discussion of the subject cov- 
ered by a particular paper. These dis- — 
cussions will then appear immediately 
following each “address” in the Con- 
vention issue. 

No convention of electrical whole- 
salers would be complete without an 
address by B. W. Clark, president of 
the N.E.W.A. His constructive talks 
are always looked forward to by those 
attending the meetings of this Asso- 
ciation. It is only fitting, therefore, 
that he deliver the opening or “keynote 
address” next month. 

Much of the constructive work of 
any trade association must necessarily 
be performed by its committees, and 
we have been promised valuable con- 
tributions discussing committee activi- 
ties of the N.E.W.A. 

George E. Cullinan, vice-president 
in charge of sales for Graybar, will 
need no introduction to our readers. 
From his more than 25 years of expe- 
rience in the electrical wholesaling field 





he is well qualified to discuss how the 
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During a Business Session: At the Electrical Supply Co., Memphis, Tenn., the 
photographer found Don B. Rutledge, Buster Ragsdale, N. Harry Spindler, W. 


A. Munding, and T. S. Stinson. 


present depression has strengthened 
the position of the wholesaler as a 
necessary factor in distribution. 

The outstanding sales effort of the 
year promises to be the industry 
range campaign. H. J. Mauger is the 
one man who is responsible for the 
instigation of this sales activity. His 
tremendous enthusiasm will be re- 
flected in his paper, “The Whole- 
saler’s Part in the Range Campaign.” 

\s marketing advisor to a number 
of Chicago wholesalers, Martin J. 
Wolf will discuss some of those com- 
munity problems which so vitally af- 
fect a distributor’s profits. 

It has been the custom of N.E. 
W.A. to include on each convention 
program a paper on some commodity 
which presents unusual sales oppor- 
tunities. Sunlamps, which are of in- 
terest to both supply wholesalers and 
specialty distributors, will, therefore, 
be discussed by Carl W. Maedje of 
General Electric’s Nela Park organ- 
ization. 

David R. Osborne needs no intro- 
duction to our readers. He _ will 
“speak” at this convention on the 
subject, “Where Can Good Dealers 
be Found ?” 

The final paper will be a practical 
discussion by the editor of ELerc- 
rRICAL WHOLESALING of a simple 
method of analyzing an individual 
wholesale business to determine those 
lines and customers which are actu- 
ally yielding a profit. 

And, finally, manufacturers are co- 
operating in a greatly enlarged New 
Products Section which should assist 
distributors in selecting new lines and 
new products and which will give 


them new ideas on sales methods and 
applications of their present lines. 
All in all—it promises to be a real 
convention, chuck full of  construc- 
tive ideas to help our readers solve 
many of their most serious problems. 


¥ 


Air Conditioning—A Challenge 
to the Electrical Industry 
(Continued from page 35) 
with air conditioning installations 
these electrical manufacturers could 
do much to foster this new industry. 
Air conditioning is not a single mar- 
ket line. Like ventilation, prospects for 
air conditioning are found not alone 
in the home, office, or factory. They 
are divided among at least 50 sepa- 

rate and distinct markets. 

Air conditioning is not a season- 
able item—it is a year-round propo- 
sition, something which can be sold 
for use wherever people eat, work 
or play within doors. Will the elec- 
trical wholesaler and contractor be 
satisfied with the wiring materials in- 
volved in the installation of this 
equipment or will they refuse to be 
contented with half a loaf and ag- 
gressively go after the entire loaf by 
taking on the sale and installation 
of the equipment itself? 

The fact that the plumbing indus- 
try, an industry which has_ been 
stalled by the decline in new construc- 
tion, is grasping so greedily at this 
new market should carry consider- 
able significance both to the electrical 
wholesaler and to the distributor of 
electrical specialties. Furthermore, 
wholesalers of plumbing and heating 


equipment have already entered the 
field and will compete with such elec- 
trical wholesalers and specialty dis- 
tributors as take on this line for the 
business of the dealer, be that dealer 
plumbing, electrical or of some other 
type. 

The electrical supply wholesaler 
and the electrical contractor and 
dealer, by and large, have in times 
past let such new and profitable lines 
as vacuum cleaners, washing ma- 
chines, radio and electrical refriger- 
ators get away from them. As a re- 
sult the electrical specialty distributor 
came into existence and has firmly 
established himself in these fields. 

Will these specialty distributors 
seize the opportunity presented by air 
conditioning, a field closely allied with 
refrigeration? Will history repeat 
itself in the case of the supply whole- 
saler? Will the electrical industry 
allow the plumbing supply industry 
to elbow its way into the ventilating 
and air conditioning field? Will it 
allow the plumber to steal a march 
on the electrical contractor and dealer 
and to enjoy the tremendous volume 
and fine profits which are just ahead 
of us in air conditioning? The elec- 
trical industry is faced with a very 
definite challenge. Will the challenge 
be accepted ? 
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Real Profits in a Depression Year 
Due to Specialized Selling 
(Continued from page 13) 

A fleet of four trucks is operated 
by this wholesaler, consisting of a 
one ton, two two and a half ton and 
one five ton truck. 

The credit policy is very strict and 
more than one-half of all the accounts 
regularly discount their bills. Of the 
industrial and commercial accounts 
95 percent discount and the balance 
take 60 days. With the dealer cus- 
tomers 50 per cent discount, 40 per 
cent pay in 60 days and 10 per cent 
require 120 days. One half of the 
contractor accounts discount and the 
remaining one half pay in 60 days. 

By confining his efforts to a limited 
territory which includes both indus- 
trial, residential and shopping dis- 
tricts and by developing a sales force 
of specialists each confining his ef- 
forts to an individual market, this 
wholesaler has been able to build up 
a well balanced sales volume which 
enabled him to show a reasonable 
profit in spite of the generally poor 
conditions which existed during 1931. 
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DON’T let those 
ELECTRIC VENTILATION SALES 


cm Get away 


The 1932 American Blower 
Blue Book contains a Com- 
plete Sales and Advertising 
Plan entirely free of cost... 











ERE is a book that enables you to give’ etc. It contains samples of folders, cards, sur- 
H your dealers a complete plan for increased — veys, envelope stuffers—as complete and effec- 
profits—selling American Blower ventilating tive an assortment of direct mail literature as 
equipment. It contains everything a dealer needs has ever been offered in the electric ventila- 
to set himself up as electric ventilation head- tion business. This Blue Book has helped 
quarters in his territory. It shows where and how _ hundreds of salesmen increase their profits. Send 
to make sales. It pictures markets, sales helps, for your copy today. No charge or obligation. 


technical bulletins, newspaper advertisements, Mail the coupon—that’s all. 


AMERICAN BLOWER CORPORATION, DETROIT, MICH. 
CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONT. 
BRANCH OFFICESIN ALL PRINCIPAL CITIES 


American Rlower 


ENTILATING, HEATING. AIR CO ONING, DRYING. MECHANICAL DRAFT 












AMERICAN BLOWER CORPORATION 
6000 Russell Street 
DETROIT, MICHIGAN 


Gentlemen: Please send me a copy of the 1932 American 
Blower Blue Book at once. | understand | will not be obligated. 


Name Firm 








Street 
City and State (1195) 
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GL25 


Illuminated with new 
heavy-duty metal- 
shell lantern battery. 










ARE LANTERNS 


That Your Customers Told Us 
They Wanted 








FLI4 





USES 
4 No.1 
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OR heavy-duty use, your dealers’ customers will get the most 

satisfactory service from the GL25 General Purpose Lantern. 
It is designed especially for those who use a lantern more or 
less constantly ... while touring, camping or fishing; as well 
as for watchmen and general industrial use. 

Body of the GL25 is made of polished heavy panel alumi- 
num. Equipped with folding heavy rattan handle and easily 
operated weather-proof switch. The Burgess No. 1842 Lantern 
Battery, which will give approximately 100 hours’ service, No. 
26 Mazda Lamp is required. Weight, with battery, 2 Ibs., 6 oz. 
Height 101 inches. 

The FL14 and FL24 Focusing Lanterns—New, 
Economical to Operate 
Your dealers’ customers will get many more hours of light from 
these four-cell flashlight battery-operated lanterns because of 
the triple battery life feature. Their sparkling fire-alarm red- 
enamel finish attracts attention. Their sturdy construction will 
be appreciated upon examination. Each lantern has a toggle 
switch, which operates with a snap, permitting boys to send 
code messages. 
These three Burgess Lanterns will prove extremely popular 
with your trade, and profitable items for you to push 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Acoustic and Electric Products 
Sales Offices: NEW YORK, 202 E. 44th St. CHICAGO, 111 W. Monroe St. 
New York Chicago Kansas City,Mo. SanFrancisco Atlanta Bost Mi poli 
In Canada— Niagara Falls and Winnipeg 


Los Angeles 





HH 
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This booklet contains a series of articles, 
written by John T. Flynn for Collier's, 
The National Weekly. 

It is one of the most helpful booklets 
ever published. It contains facts, not 
theories. It tells you exactly what other 
dealers in other sections of the country 
are doing to make money now. Facts 
that you can pass on to your customers. 

Burgess offers you this book FREE... 
regardless of whether your company 
handles our merchandise or not. 


MAILED POSTPAID TO ANY 
DEALER REQUESTING IT 








BURGESS BATTERIES 
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Some Pointers 


on Selling Electric Ranges 


An Interview with 


CHARLES A. PIERSON 


President, Standard Electric Stove Co. 
Toledo, O. 


operation on the part of the utilities which would 
permit independent distributors and dealers to sell 
electric ranges at a profit in competition with the utili- 
ties themselves. In his frequent remarks before con- 
ventions of N.E.M.A he has urged many of the 
fundamental changes in utility policies which are incor- 
porated in the present industry range campaign. 
Asked about his company’s sales plans for 1932, Mr. 
Pierson said, ‘““We expect to double our 1931 volume 
in 1932. We are increasing our advertising and stimu- 
lating our present distributors to greater activities with 
new and improved models and with closer contact on 
the part of our representatives. We are replacing those 
of our older wholesalers who are not properly organized 
to do a real job for us with new distributors of the 
specialty type. In territories where a change in utility 
policy opens up the range market to us for the first 
time, we are also giving preference to distributors of 
electrical specialties.” 


Fi. several years Mr. Pierson has been urging co- 





No black bottoms on pots and pans when meals are prepared on an 
electric range 
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The specialty distributor's organization is well 
adapted to the sale of ranges, according 
to Mr. Pierson. As his company has always 
sold its product principally through whole- 
sale channels, Mr. Pierson's views on selling 
methods and policies are of more than usual 
interest 


“How, in your opinion, must the specialty distributor 
organize his range selling activities?” we asked Mr. 
Pierson. 

“Organization is most important in selling ranges,” 
he said. “Electric ranges should prove unusually prof- 
itable to the specialty distributor, because he can sell 
them without changing his present merchandising or- 
ganization. When appointing new distributors we select 
those who have demonstrated their organization ability, 
who know how to thoroughly organize their territories 
and their sales efforts. 

“Four steps are necessary for building up a dealer 
organization by the distributor. He should: 

1. Analyze his territory and divide it into 

trading centers, 

2. List prospective dealers in each trad- 
ing center and satisfy himself as to 
their credit rating, ability to merchan- 
dise and the possibilities for volume, 

3. Select the dealer that he wants and 
sell him on the line handled, 

4. Help the dealer organize his sales ef- 
forts and help train his sales person- 
nel. 

“Having selected his dealers we next find 
there are definite things the distributor 
should do to develop these dealers’ organi- 
zations. He should: 

1. Make a survey of conditions with his 
dealer organization and make frequent 
periodical contact with each dealer, 

2. Help the dealer in his advertising 
schedule and assist upon adherence to 
mailing schedules, 

3. Assist the dealer in determining his 
quota and constantly check him on 
results, 

4. Assist the dealer in participating in the 
manufacturer’s sales efforts such as 
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contests, quota meetings, and advertising ap- 
propriations. 

“This brings up the subject of cooperative 
local advertising to which manufacturers, dis- 
tributors and dealers all contribute. We not 
only have a standard allowance which we rig- 
idly adhere to, but we also have a standard 
franchise contract. 

“We frequently find that one distributor will 
he working on a similar contract with a radio 
manufacturer, for instance, and they try to 
induce us to alter our contract to correspond. 
If we did this, we would have about 12 or 14 
different types of contracts in force, each with 
different terms and our bookkeeping cost 
would be tremendous. We, therefore, must 
stick to our terms and our methods of selling 
which we have found to be sound and sub- 
stantial. For instance, the question of adver- 
tising allowance, this cannot be given to the 
distributor in the form of a credit or reduc- 
tion in price of the range. The distributor 
will say ‘If my net price is $70 and you are 
going to allow me $2 for advertising, why not 
make the range $68 and I will take care of my 
own advertising?’ We would not handle it in 
that manner because this would not cover the 
purpose for which we are allowing the $2. 
The $2 which we allow is predicated upon the 
distributor contributing $1 and the dealer $2 
to a $5 per range fund for localized advertising 
in the particular dealer’s own town.” 

“Why is it that your ranges do not carry a 
suggested list price?’ we asked Mr. Pierson. 

“Using a list price obviously works an 
injustice on dealers and distributors in dif- 
ferent parts of the country, for there is a great 
difference in freight rates depending upon the 
distance from the factory. For instance, it 
costs from four to eight per cent more to lay 
down ranges in Los Angeles than it does in 
Fort Wayne and to issue one price list cov- 
ering the entire country is out of the question. 
It has always led to dissatisfaction and trouble. 
We have been working for about 10 months on our 
present method of net pricing and it seems to be work- 
ing remarkably smoothly. It has straightened out a lot 
of dissatisfaction and stabilized prices. Our blue prices 
are the distributor’s f. o. b. Toledo prices and our pink 
prices are the dealer’s f. 0. b. Toledo prices, but inas- 
much as a dealer’s profit depends upon his mark-up from 
his cost he is most assuredly going to set a list which 
will render him a profit and he is not going to set a list 
which is too high because competitive conditions regulate 
such actions. If you tell a dealer to use his usual mark- 
up over his cost, he is thoroughly satisfied that the 
matter is in his own hands and you will find that almost 
invariably he will ask 50 per cent mark-up, although we 
suggest a 66 per cent mark-up.” 


NOWING that Mr. Pierson’s company does not go in 
for home economics to the extent that many range 
manufacturers do we asked him if it was true that a 
housewife had to learn how to cook all over again when 
she bought an electric range. 
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A typical apartment installation, The Castlewood 
Apartments, Alameda, Calif. 





The Pickford-Fairbanks kitchen in Hollywood 


“Perhaps, I can best answer that by telling you of an 
experience which happened a few years ago. We were 
endeavoring to get a certain wholesaler to handle our 
ranges. While we were successful in convincing him 
that he should enter the range field he wanted to make a 
competitive test of several makes before selecting his 
line. As a result four range manufacturers installed 
ranges in his warehouse. Three of them sent trained 
demonstrators. We told the wholesaler we wanted his 
own cook, a real southern ‘mammy,’ who had never 
seen an electric range before, to operate our range. The 
same identical meal was prepared on all four ranges and 
it was the colored cook instead of one of the ‘experts’ 
who won the contest. 

“In connection with the national range campaign,” 
Mr. Pierson continued, “it should be emphasized that 
each range sale carries with it the sale of about $20 
worth of wiring materials by the electrical supply whole- 
saler. For this reason the supply wholesaler who does 
not himself sell ranges should also be vitally interested 
in this movement to sell a million ranges in three years.” 
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Training Dealers to Sell 
Washing Machines 


ANY contend that the average radio dealer is 
M not a good washing machine outlet. If we 

agree with that contention, let us consider this: 
Less than 15% of all furniture dealers, less than 20% 
of all department stores, less than 22% of all hardware 
stores, and less than 25% of all public utilities are good 
washing machine outlets. Considering all of these 
classes as a whole, the “average” is not a good outlet. 
Yet we should not, for a moment, lessen our activities 
in these fields, because they are proven markets. It is 
true that radio dealers have not “averaged” as well in 
the sale of washing machines as have the other classes, 
but the principal reasons are that radio dealers haven’t 
been given the “know-how” to sell washers, and little 
has been done to change their ideas of buying and selling 
which have become fixed because of established prac- 
tices in the radio field. 

To illustrate my point, our St. Louis distributor 
received a telephone call a short time ago from a suc- 
cessful radio dealer in that town who said that he had 
decided to go into the washing machine business. Our 
distributor’s salesman called, presented his proposition, 
and was confronted with the objections that list prices 
were too high, and that the discounts were not equiva- 
lent to what the dealer had been receiving in the pur- 
chase of radio. After quite a bit of buying and selling 
argument, the dealer agreed to accept the proposition, 
and suggested that one low price machine be shipped 
to him. But the salesman refused to accept the order, 
stating that one washing machine did not make a wash- 
ing machine dealer, that the buyer wasn’t very serious 
in his intention to become a washing machine merchan- 
diser if one machine was his purchase limit, and that the 
salesman or the factory couldn’t give the dealer the 
cooperation he needed unless there was indication that 
the dealer would go into the proposition in a business- 
like way. This dealer finally bought the full line under 
pressure, and now he is glad that he did. 

Many, many radio dealers are excellent washing 
machine outlets right now, but they had to change a 
number of their buying and selling ideas in order to 
reach their present position. These are: 

1. Buying, not on discount, but on the basis of the 
value of the merchandise. A 50% proposition is only 
a 25% proposition if one of every two prospects slip 
away because of a lack of constructional features. Only 
a well constructed line having a number of exclusive 
features should be selected, or else the dealer’s more 
experienced competition will make the venture unprofit- 
able to him. 

2. Buying, not one machine, but several models, giv- 
ing the trade a choice, and enabling the dealer to 
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Y Are radio dealers good washing ma- 
chine outlets? How should dealers go 
about building a prospect list? How 
should these prospects be grouped? 
What sales appeals are most effec- 
tive for each group? Should the dis- 
tributor's salesman actually wash 
clothes? These are some of the ques- 
tions discussed by Mr. Hughes 


By GEORGE J. HUGHES 


General Sales Manager 
Haag Brothers Co. 
Peoria, Ill. 


trade-up or trade-down as the situation suggests. One 
radio doesn’t make a radio dealer. Neither does one 
washer make a washer merchandiser. 

3. The dealer must be satisfied to move his selling 
practices from the living room to the basement when 
selling washers in the home, for it is in the home laundry 
where most washers are sold. 

4. Sales appeals must be changed. The appeal that 
sells a radio falls flat in selling a washer. Then, too, 
the dealer must be intimately acquainted with washing 
practices, must be sure that his salesmen are likewise 
acquainted with them, and that every advantageous 
feature that the washer has be well known to the men 
who are contacting the trade. 


FTER the dealer has selected the line of washing 
machines that he intends to handle, his success or 
failure depends in no small measure upon his sales man- 
power. Therefore, before we discuss any other phase of 
washing machine merchandising let us first cover fully 
the knowledge the washing machine salesman must have 
in order to make the most of his sales opportunities. 
The first requirement of a retail washing machine 
salesman is that he, himself, know how to wash clothes 
properly with the machine he is selling. This is impor- 
tant for if the clothes have not been soaked and the 
water is scalding hot, the dirt is set in the garments. 
If the water is too cold it fails to free all of the dirt. 
If too little soap is used, the cleansing action is handi- 
capped. On the other hand, too much soap may pro- 
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duce an excess of suds that would “cushion” the desired 
motion of the clothes and make it more difficult to get 
them clean. If the clothes are washed too long dirt will 
be driven back into them. To gain a real knowledge of 
the proper methods of washing from his own experience 
would be too great a task for the average retail sales- 
man, but most manufacturers simplify this situation by 
providing full information on this important subject. 

The retail washing machine salesman will recognize 
three distinct classes of prospective washing machine 
buyers in his field work, and if he is wise he will formu- 
late distinctive selling appeals for each class. These 
three classes are: First, the woman who already owns 
a washing machine; second, the woman who still washes 
by hand or who has a laundress come in and wash for 
her, and third, the woman who has no machine and who 
sends her clothes to a commercial laundry. 

It is generally understood that women in the first 
group are not prospects for new machines unless their 
present washer is five years old or older, or unless the 
machine is giving trouble. Our market, in this class, 
is generally recognized as being confined to the woman 
who has had a washer more than five years and which 
is, of course, obsolete today. These are either of the 
overhead dolly, cylinder or oscillator types. And all of 
these types are far more slow in their washing action 
than the modern washer of 1932. 

The principle of the oscillator type is to toss the 
clothes from one end of the tub to the other. There is, 
therefore, a great deal of wearing friction in this process 
which does nothing more than move the clothes through 
the water. The principle of the cylinder type machine 
is somewhat similar, the clothes being lifted by the 
revolving cylinder and then dropped back into the tub 
bottom. Here again we have wearing friction and no 
action other than the clothes being moved through the 
water. The overhead dolly type depends for its cleans- 
ing action on moving the clothes through the water, 
usually against the side of the tub which is corrugated 
on its inner side. Once more, however, we have that 
wearing friction that is so hard on clothes. 

In contrast to this the modern submerged agitator 
type of washer has an action that not only moves the 
clothes through the water but also flushes 
the water through the clothes, a sort of 
double action washing effect that cuts down 
time, saves on electrical consumption, and 
saves on clothes wear. Therefore, the most 
effective sales appeal to be used with the 
foregoing class of prospects is greater speed 
in washing, saving in washing time, saving 
in the cost of electrical energy, and saving 
in the wear on clothes. 

The second class of prospects, the woman 
now doing her washing by hand, usually 
does not understand the value of a modern 
washer in the home, or the cost that is 
created, both in energy and in clothes, in 
not owning one. Very effective presenta- 
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A floor display of the complete line permits the 
dealer to trade-up 
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tions can be made to this class of prospects by pointing 
out the saving in time, since it is possible to wash the 
clothes and have them on the line in one-fifth of the 
time required for hand washing; the almost entire 
elimination of personal effort or drudgery; the saving 
in wear on clothes since hand washing calls for consid- 
erable rubbing ; plus a health appeal since it is impossible 
for a woman to wash clothes by hand without getting 
her own clothing damp and in many cases wet. Where 
a laundress is hired to come in and scrub clothes, the 
economy appeal still holds true because of the saving in 
time, in wear on clothes, and in better washing results. 
It can always be pointed out that with a modern washer 
a laundress can be hired by the hour instead of by 
the day. 


HE third type of woman who sends her clothes to the 

commercial laundry is, perhaps, the hardest to sell. 
The strongest argument to use here is the tremendous 
saving which the ownership of a washing machine 
makes possible. There is also a hygienic appeal. In spite 
of the claims for sanitation by commercial laundries, 
there is, nevertheless, a strong aversion on the part of 
conscientious housewives to having their clothes washed 
in the water with those of other families. By combining 
the hygienic appeal with emphasis on saving in laundry 
costs, and the little effort required to operate a washing 
machine in her own home, the desire to buy can usually 
be created, particularly if it is pointed out that when 
washed at home the clothes get the benefit of healthful 
ultra violet rays when exposed to the sun, and are 
bleached white. Clothes never see sunlight, of course, 
when washed by a commercial laundry. 

Now that we understand who our prospects are, and 
the points around which our sales stories can be built, 
our next problem is to locate our individual prospects. 
Old customers who have already been sold by the dealer 
naturally make the best prospects. To obtain other 
names we recommend telephone canvassing, or a survey 
by women canvassers who are paid by the dealer, usu- 
ally at the rate of $2.00 per day provided they report a 
sufficient number of names. At each home, they deter- 
mine what appliances now handled (Turn to page 36) 











Men You Should Know 


JAMES AITKEN 


President, Aitken Radio Co. 
Toledo, O. 


various successful business men, it 

is noted that the circumstances of 
their early lives seemed to point in- 
exorably toward a useful but more 
or less uneventful career right in the 
home town. But, in each of them, 
there lurked some hidden idea or am- 
bition which drove them into the open 
world, to pioneer and experiment for 
a while and then to suddenly apply 
all the knowledge gained in some spe- 
cialized field of endeavor which has 
eventually paid them substantial 
rewards. 

In the case of James Aitken, he 
was predestined to cover a lot of 
ground both before and after he 
made his decision regarding his life 
work. Although the merchandising 
idea was present from the first, he 
elected to travel some before settling 
down, believing that meeting and 
working with many different people 
would best fit him for his entry into 
the realm of big business. 

Mr. Aitken was born February 28, 
1891, in Prince Edward Island, Can- 
ada, and his ancestry was Scotch. 
Here he attended the public schools, 
including the equivalent of our high 
school. He then continued his educa- 
tion in business college, taking a 
standard commercial course. 

At the age of 17 the wanderlust 
got the best of him and he is next 
found punching cattle in Saskatche- 
wan, the heart of the Canadian 
Northwest. Commuting between that 
locality and the Atlantic coast is a 
large order, but the fact remains that 
young Aitken made two trips home 
before quitting the great open spaces. 
During these visits he refused to re- 
main idle and worked both times as 
clerk for a fishing concern. 

Back in Saskatchewan, on a bitter 
below-zero morning, he drew an as- 
signment, with another worker, which 
consisted of conducting 40 head of 
cattle to another town about 25 miles 
away. ‘They started out with a rig 
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and an extra horse, fig- 
uring to be home by 
sundown, but a blizzard 
intervened, they nearly 
froze and didn’t get 
back until the middle ot 
the night. Now, our 
subject was certainly 
no hothouse flower, but 
he decided then and 
there that if the slaugh- 
terhouse waited for him 
to bring the cattle 
again, the Northwest 
would have to go vege- 
tarian. In other words 
he packed up and left. 

Naturally, he had 
given some thought to where he ought 
to start his real business training, and 
Boston, Mass., appealed to him as a 
city where there was plenty of busi- 
ness and an opportunity to acquire 
a sound knowledge of higher mer- 
chandising methods. He secured a 
job in the branch office of a paint and 
varnish manufacturer, doing clerical 
detail work. After only a year in- 
side when he was 20, he was pro- 
moted to traveling salesman. First 
he covered the city, but his territory 
was later extended to include the 
New England States. 


NOTHER promotion sent him on 
long six-month trips, to cover 
several states in the Middle West. He 
remembers celebrating his twenty-first 
birthday in Chicago, in 1912. Later 
in that year he transferred his activi- 
ties to another firm in the same line, 
and now he was required to cover the 
greater part of the United States, 
calling on both wholesalers and 
dealers. 

The World War found him in the 
army, and while in camp at Jackson- 
ville, Fla., in the spring of 1918, 
he became an American citizen. In 
the army a year and a half, he spent 
a year overseas in the Service of 
Supply and managed to get in some 


Specialty Distributors 


Never wavering in his faith in the radio 
industry, always foresighted in meeting 
new conditions and believing in the in- 
creasing stability of the electrical spe- 
cialty distributor, James Aitken was the 
logical choice for president of N.A.R. 
R.E.D. for 1932 


more traveling in France. He was 
mustered out in August, 1919, and 
went back to his pre-war job cover- 
ing the same big territory. 


EING ready to settle down and 
launch a business of his own, in 
November, 1921, Mr. Aitken looked 
upon radio as an industry with a 
great future. Although he had not 
commanded a princely salary, he had 
worked steadily and had saved a con- 
siderable sum of money to finance his 
first venture. Being acquainted with 
some people in Toledo, he decided to 
start a radio business there, and 
opened up in May, 1922, in just part 
of a store at 412 Superior St. 

He started late enough to miss a 
large part of the early grief attached 
to the radio game. Parts and accesso- 
ries were at that time the major part 
of radio sales, and many good buys 
were available, of which he was quick 
to take advantage. Furthermore, he 
was selling (Turn to page 40) 
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Modernizing the Kitchen 
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By Featuring a 
Complete Electrical 
Ensemble 
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This is the idea behind 
the model all-electric 
kitchen which the Edi- 
son General Electric 
Appliance Co. has in- 
stalled in its Kitchen 
Institute at Chicago 
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Electrical Features 


include 
Automatic Range 
Light over Range 
Ventilator over Range 
Built-in Dishwasher 
Built-in Electric Drier 
Refrigerator 


Mixer with Cabinet for 
Attachments 


Clock 


Provision for Midget 
Radio over Desk 





Convenience Outlets under all 
Upper Cabinets 


Recessed Lighting under all 
Upper Cabinets 


Recessed Overhead Illumination 
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WEN BUSHELS, Springdale’s 
OC) leading refrigerator dealer, rolled 

the big five cent cigar in his 
mouth, then took it out and gazed at it 
with a speculative eye. “Business is fine,” 
he observed. “Everybody wants refriger- 
ators—especially people who can’t pay 
for them.” 

“Um hum,” I agreed. “You buy for 
cash and sell them on the catch-as-catch- 
can payment plan. Maybe they ought to 
pass another law.” 

Bushels throws up his hands. “What 
can you do?” he howls. “Every dealer in town is so 
afraid of losing a sale to the competitor that he takes 
any down payment he can get. A fellow came in here 
last week wanting a box delivered that day. We could 
take the order or else—we couldn’t investigate him 
properly and we had to take a chance.” 

I frothed at the mouth for a moment and managed to 
keep from telling Bushels what I thought. After all, I’m 
a salesman and I was sent there to help close a few 
accounts. We put on hats and headed for the big game. 

It was a swell house that we pulled up to on the first 
call. A long drive winding in and out to what might 
be a country club. “Funny, I can’t remember who lives 
here,” Owen speculates, consulting his prospect cards. 
“Can’t seem to remember the name, though. This is 
one of our coupon prospects from the newspaper adver- 
tising. I should have qualified him before bringing you 
out here, but it is on the way to some other live ones 
so I though you might just drop in.” 

“Sure,” I says, giving the door-bell a good hard poke. 
A blond girl in nurse’s uniform answers the bell. Had a 
bland simple looking face, short fingers and nails 
trimmed close. My friend gives the girl a mechanical 
smile and says, “I’m Mr. Bushels, the refrigeration 
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“Listen you guys’, shouts Pete from the steps 
of the nut house, "The nurse is right" 


Live -Wire Pete 


At The “Nut” House 


By WALTER J. HOLMES 


engineer that Mr. ” (here he glances again at his 
prospect card), “that Mr. Dement wanted to see.” 

The girl looks at him with her mouth open for a 
minute and then laughed. Just then a tall angular look- 
ing guy with bushy grey hair pops his head in the door. 
“Come right in, gentlemen,” he pipes. Then to the girl, 
“You may go, Martha.” The girl looks as though she 
was going to say something. Then she laughs again and 
goes Out. 

And take it from me this Dement guy has a line. 
Seems he has just returned from South Africa where 
he has something to do with diamond mines. Takes 
over this place a couple of days ago and is astounded to 
learn that there is no electric refrigerator in the place. 
He wants a good one—the best, in fact. That is why 
he sent for us. And it must be delivered by twelve noon 
tomorrow. 

Eccentric kind of a guy he is. Terms? He brushes 
them aside with a wave of his long thin hands. There 
is a diamond on one of them the size of an early June 
pea. “Good day, gentlemen,” he tells us. “Thanks for 
calling.” Then he excuses himself on account of a cable 
he must answer to the diamond interests in Antwerp. 

On the way out of the grounds (Turn to page 40) 
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Why Should a Dealer Buy From You? : 


By DAVID R. OSBORNE 


Sales Training Director, Studebaker Sales Corp. of America 
Author of "Self-Management in Selling" 


e lt is a refreshing experience when a dealer receives a call 
from a distributor's salesman who shows from the start that 
he knows something about the dealer's troubles and that 
he is thinking about how to help him lick them 


valued assets is the rare ability to put himself in the 

other fellow’s place. 

If there is any place in the distribution scheme where 
this asset is of more worth than elsewhere, it seems 
obvious that it must be in selling goods to retailers for 
resale. 

For it is hard to conceive of any type of selling where 
the results of the thinking in terms of the prospect’s 
needs can be more frankly discussed, or where such 
thinking is more welcome. 

Every wholesale representative who has had any first- 
hand experience in a retail store knows that nine out 
of ten of the salesmen who come in the front door are 
considered guilty until they prove themselves innocent. 

But every retailer knows that more and more often 
he is having the refreshing experience of getting a call 
from somebody who shows from the start that he knows 
something about the dealer’s troubles, and is thinking 
about how to help him lick them. 

The salesman who knows how to help the dealer make 
a profit from his goods need have no fears about getting 
his product in a prominent place on the shelves. 

If we can analyze what it is that this sort of man 
has that run-of-mine salesmen do not have, we shall 
have at least a clue to a method of presentation which 
will give us an edge in this competitive market. 

I don’t mean to try to analyze those subtle traits of 
character and action which we sum up as “personality.” 
There is no denying their importance. And there is no 
denying the fact that any person of normal intelligence 
who is willing to undertake the job seriously can con- 
sciously grade himself up. 

But it is a gradual process, and not easy. It requires 
honesty with one’s self, and we don’t relish the task of 
looking such facts in the face. 

We are all of us more or less addicted to the weak- 
ness which psychologists call “rationalizing’—which 
simply means kidding ourselves that the things we want 
to do are the things we should do—and that there’s some 
very good reason why we should not do the things 
which require hard thinking, hard work or some other 
inconvenience. 

So, besides honesty, any sincere self-grading-up pro- 
gram is going to take all the will power we can master. 

Possibly as good a self-examination plan as any is 
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[ any kind of selling one of the salesman’s most 


to give one’s self a grade on 
the accompanying employment 
blank which has been used by 
a large manufacturer in mak- 
ing a specific check on the 
characteristics of prospective 
employes. 

Anyone who knows human nature at all knows why 
it is questionable whether any great number of salesmen 
will follow through with a self-analysis program fast 
enough and earnestly enough to get quick results in 
bringing themselves nearer to the sort of “personalities” 
that people like to buy from (and quick results are what 
all of us are looking for just now). 

But it is entirely possible for any electrical whole- 
saler’s salesman to lay out a program for getting better 
results from the “personality” he already has. Let us, 
then, go ahead with our analysis on that basis, and see 
whether we can uncover in the working habits of suc- 
cessful salesmen the answer to that question: “Why 
should a dealer buy from you?” 

(To get any benefit from such a brief outline as can 
be suggested here, it is, of course, absolutely necessary 
that the salesman stop continually and judge for himself 
what he can do on his own job—yes, on the very next 
call that he makes. ) 


r he has the constructive imagination that he will 
need to see himself in the place of the dealer who is 
considering the purchase of his product, the salesman 
must know two things thoroughly: 

1. He must know his product physically and must 
know its uses, of course. But, so far as the dealer is 
concerned, he must know it chiefly from the viewpoint 
of its salability and profit. How about the turnover? 
Will it bring people into his store? What are its profit 
potentialities—direct and indirect? Is it a product which 
the dealer can take special pride in handling? ‘What 
other questions under this heading would have special 
application to your own product? 

2. Then, entirely apart from the merits of his prod- 
uct, there are many things which the salesman can do 
for his dealer customers that will make them want to 
buy from him. To confine these to a direct relationship 
to your own product: What can you do to help your 
dealers find more people to whom they can sell it? 
How can you save them and their salesmen loss of time, 
and how can you show them what sort of prospects it 
is most profitable to work? (Incidentally, helping to 
sift the wheat from the chaff is one of the most con- 





This is the third of a series of 12 articles written nous for the 
electrical distributor’s salesman. Next month Mr. Osborn will discuss 
‘“‘Where Can Good Dealers Be Found?’’ 
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structive things a wholesaler’s representative can do for 
his dealers. More of that in a later issue, however.) 
There are many other things you can do to help get 
business on a profitable basis. What are they? 

These two broad subjects demand painstaking analysis 
as the basis for any uniformly successful selling. And, 
simple as they are, neglect to give them the hard think- 
ing they deserve accounts in a large measure for the 
overwhelming number of the “I-just-dropped-in” type 
of salesmen who have nothing worthwhile in their 
minds, from the dealer’s point of view. 


HEY just know that the rent is due and the baby 

needs shoes—and that they are darned anxious to 
make a sale. 

So they come in and deposit themselves on the prayer 
rug in front of the busy dealer’s counter and talk about 
what they want the dealer to do for them instead of 
what they can do for the dealer. 

Is it any wonder that they create so little business? 
Is it any wonder that the best they can do is to crawl 
around on their bellies picking up the few crumbs that 
the fellow who talks the dealer’s language lets fall? 

Here are some of the more general subjects about 
which the electrical wholesaler’s representative should 
be able to talk intelligently to the merchants in his 
territory: 

1. Is this retailing of electrical products a good busi- 
ness to be in? 

A. Is it a safe place for investment? Why? 

B. Is it profitable? Why? 

C. Is it a reputable business—one which helps give 
the merchant a high standing in his community? 

D. Is it a pleasant business—the sort in which one 
would be glad to spend the rest of his life? 

2. Why should dealers buy from your house? 

A. Fairness of management. 

B. What does the wholesaler’s financial strength mean 
to the dealer? 

C. How about the designing skill of manufacturer? 
Are your products better than competitive from the 
retail buyer’s standpoint? Why? 

D. How about the extent of your line? What per 
cent of the market do you cover? What does this mean 
to your dealers? 

3. What cooperation does your house and your manu- 
facturers give dealers in these lines: 

A. Sales helps? 

B. Sales training for retail salesmen? 

C. Advertising? 

D. Service? 

E. Accounting, expense control, inventory control, 
etc. ? 

4. Have you made a painstaking and specific survey 
of the dealer’s local market, stock required and so forth? 

To any salesman of initiative who is doing a real job 
of studying and analyzing his own work this outline is 
only a suggestion of the things on which he will need 
specific information if he is to be able to master the fine 
art of putting himself into the place of his prospects. 

They are only a springboard from which he can hop 
to it—and from which he can either do a swan dive or a 
belly-buster, according to the way he uses it in building 
1 complete and convincing story of why dealers should 
prefer to do business with him. 
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SALES DEPARTWENT'S RECORD OF INTERVIEW 


WITH APPLICANT FOR SALES POSITION 


Name of Applicant, Interviewed By 





This form is to be filled out during your final interview with each appli- 
cent. 


In enswering the questions take into consideration all your knowledge of 
the man, based on former interviews, personal history record and what others 
say about hia. 


Indicete your judgment by making a cross on the line at the point which 
seems to answer question most accuretely. For examle, in enswering the 
first question if you think the epplicent's appeerance is fair, make the 
cross between "good appearence” and "appearance satisfactory." 


1. How does his eppearence impress you, especially his facial expression, 
physique, carriege end neetness. 

















dakes ae Poor Gives Somewhat Appearance Good Creates Fine 

Appearence Unfevoreble Impression) Setisfactoryz) Appearence Impression 

2. How does the applicant's manner impress you? 

Rough end Awkward, Ill at Unnoticed Agreeable Umeuelly 

Greting Ease Pleasing 

3. How would you describe the applicant's voice? 

Disegreeable. Has poor Quality Unnoticed Agreeable Umevally 
Pleasing 

4. Does applicant return your gaze steadily? Does he look you in the eye? 

Rarely Looks You Gaze Somewhat Gaze Changes Usually Gaze Never 

in the Eye Uneasy Occasionally Returns Gaze avers 

5. To what extent does applicant participate in the conversation during interviews? 

Hardly More Than Fairly Initiates some Points Tends to Take a 

Answers Questions Responsive of Discussion Leading Pert 

6. Does he give the impression of sincerity? 





Tends to Create 
Confidence 


All he says 
Taken at Face Value 


Leeves Distrust as 
to His Sincerity 


Gives Impression Of 
Exaggerating Statements 


7. Wheat is your opinion of his character and integrity? 





Character Possibly Character Somewhat 
Unrelieble Doubtful 


Charecter as Good as Character 
General Average High 


Absolutely 
Trustworthy 


8. How do you believe he will work? 





Will Probably Leaf Will Tend to Teke Will be Satisfactory Will Work Will be Con- 














on the Job Things Fairly Eesy Worker (Systemically (sistent Hard Worker 

9. “hat degree of determination does he seem to possess? 

Gives up in Face Is Somewhat Easily Moderately Shows Strong Determination In 

of Difficulties Discouraged Determined Grit Spite of Difficulties 

10. Does he give evidence of initiative, of striking out for himself in developing 
business? 

Waits to Likes to be Guided Makes some Original Strikes out for 

be Directed Moves Hinself 

11. What degree of imagination does he seem to possess? 

Mind Runs in Unimeginative, but Occasionally Has New Full of Good and 

Beaten Path Profits from Suggestions Ideas New Ideas 

12. What are applicant's financial circumstances? 

In Debt More Than Slightly in Only Slight Finen- In Moderate Well-Fixed 

Two Months' Earnings Debt cial Reserve Circumstances Financially 


15. What reports do you get from others concerning applicant? 





Unfevorable Somewhat Negetive Satisfactory Highly Favorable 


Yes No 


14. Was your first impression of applicant so favorable 
that you would heve been proud to introduce him in 
the Locel Chamber of Commerce or Luncheon Club as one 
of ovr local business representstives?. ......-. ( ) € 3 


15. Does applicant understand that he must create most 
of his business through direct approach and other 
independent methods?. «ee eccceceeccececces e <3 ( ) 


16. Is your regard for applicant such that you can anti- 
cipate pleasure spending severe] days with him in 
the field, enthusiastically backing him up day by day 
to help him make a big success of his job?. .... ( ) . a 
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‘Utilities Should Reach the Dealer 


Through the Wholesaler 


The strategic position which wholesalers and their salesmen occupy among the electrical 
trade places upon them a very definite responsibility—that of taking an active part in 
developing a spirit of cooperation between their dealers and their local utilities 


By F. X. METTENET 


General Sales Manager 
Public Service Co. of Indiana 


or a combination gas and electric company must 

do to solve this problem of trade relations is to 
look into the looking-glass and ask whether its mer- 
chandising and load-building policies are correct and 
ethical. What are the things at which we utility men 
should look when we study ourselves in the looking- 
glass? 


ic first thing that an electric or gas company 


(1) What are the trade-in allowances? Do they 
conform with sound sales practices? 
(2) What are the terms? Are they fair? Can a 


local merchant compete? 

(3) What are the resale prices? Is there enough 
margin so that dealers can sell in competition 
and cooperate in the sale of such merchandise? 

In our judgment the volume that a particular utility 
is doing is not the question any more. That is not 
the story in this day and age of merchandising. Mer- 
chandising, as we see it, is load-building, selling more 
kilowatt hours and more cubic feet of gas. We are 
concerned with how many load-building pieces of ap- 
paratus are sold in the trading area in which we oper- 
ate. That is the answer: the volume sold by the 
utilities plus the volume sold by all the dealers. The 
total volume is the real picture and that is why the 
utilities should have correct policies in order to do a 
cooperative job with the vast number of merchandis- 
ing outlets in the gas and electric field. 

Believing that their polcies as mentioned above are 
correct and ethical, the utilities of Indiana have started 
out to secure the wholehearted cooperation of trade 
associations, wholesalers and dealers. 

TRADE What are the trade as- 
ASSOCIATIONS sociations that were func- 

tioning in the territory in 
which we operated? We found in our particular terri- 
tory that the Hardware Association was one; that the 
Furniture Association was another ; that the Implement 
Dealers Association was another; the Plumbers Asso- 
ciation was another, and finally the Wholesalers Asso- 





*A summary of Mr. Mettenet’s remarks during an open discussion of 
Trade Relations at a meeting of the Great Lakes Division, N.E.L.A 
held at Chicago, Feb. 19. 
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ciation. We listed all of these associations and the next 
thing we did was to go see them. Not write letters, not 
send bulletins, but we picked out some one in our or- 
ganization in whom we had confidence and who could 
honestly and sincerely tell these trade associations that 
we were sincere in our job and that we were going to 
stick 100 per cent to the promises that we make them, 
and then live up to every statement day in and day out. 
If this sincerity was lacking we knew we would be sunk 
at the start. 

We learned a great deal from these contacts and lead- 
ers in these associations assisted us in the forming of 
our policies. We believe that these contacts were mu- 
tually educational in disposing of misunderstandings. 
WHOLESALERS We then called on the 
wholesalers who were sell- 
ing in the trading area in which we operated. We ar- 
ranged meetings with the leading wholesalers. We dis- 
cussed these problems with them and we showed them 
our policies and asked for constructive advice. 

After we had several meetings we were fortunately 
asked by the wholesalers to come to their own meetings 
to tell their men, who permeated our operating territory, 
what the electric and gas companies were doing. For 
instance: Let us assume that there are five, 10 or 20 
wholesalers that have three or four hundred men in your 
territory contacting dealers, and that you can get these 
men together, not through letters, not through bulletins, 
but by personal contact at their meetings, then you can 
sit and discuss with them your policies and the proper 
merchandising methods that you have, and show them 
how the two can be interlaced in a cooperative manner. 

With the wholesalers and the trade associations we 
were in the meantime receiving a most liberal education, 
I can assure you, and we heard a lot of things. 

With the wholesalers’ organization operating in this 
cooperative spirit we then came right down to the firing 
line from then on. 
DEALERS Suppose the utility asso- 
ciation tells the dealers the 
story; suppose the various trade associations also tell 
the dealers the story; suppose the wholesalers’ organi- 
zation tells the dealers the same story, then suppose the 
electric and gas companies come along and tell the very 
same story to these dealers and state that they are ready 
to prove it by actions and not by words, why can’t this 
entire problem be ironed out? 
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This problem cannot be solved by 
letters and by bulletins and by send- 
ing out the elevator man. We must 
send out the type of man high enough 
in our organizations to know the 
business and to understand the prob- 
lems, a man who can speak with au- 
thority. With such a man handling 
this activity we believe we can solve 
our difficulties. 

I want especially to emphasize the 
need for sincerity. It is fundamental. 
If we of the utility companies are 
not sincere we are standing on very 
loose ground, but if we mean what 
we say and have correct sales policies, 
we can then look our trade allies in 
the eye and smile. No matter what 
they bring up we need have no fear 
because we have the answer—sin- 
cerity. 7 


Refrigerators Should Be Sold on 
Basis of Value Not Price 


In a bulletin just released to Kel- 
vinator distributors and dealers, A. 
M. Taylor, director. of advertising, 
Kelvinator Sales Corp., says: “Mer- 
chandising conditions in this country 
have reached a point where the wild 
use of superlatives featuring drastic 
price cuts, and the offering of shoddy 
merchandise seems to be predomi- 
nant in advertising. 

“Several industries are already 
making an endeavor to stem the tide 
and turn the public’s attention back 
to the advisability and desirability of 
purchasing quality goods, if they are 
to receive true worth for their 


money. 
“The introduction of low priced 
refrigerating units by makers who, 





on the mechanism for four years, has 


for the most part, are utterly with- 
out experience or standing in the re- 
frigeration field, will, unless careful 
thought is given to the situation, 
have a tendency to start a similar 
type of ‘racketeering’ advertising in 
the refrigeration industry to that 
which we have just witnessed in the 
radio business. 

“Of electric refrigeration, as of 
no other product which is sold to the 
home, can it be said that quality is 
an absolute and indispensable essen- 
tial. 

“Unlike the automobile, the elec- 
tric refrigerator is not purchased for 
a year or two, and then traded in. 
It is a long time investment. 

“The purchase of a refrigerator 
on a ‘price’ basis, rather than on a 
basis of family requirements—is a 
buying error. Such a sale—without 
a sincere endeavor to guide the pros- 
pect to a correct selection and in- 
vestment—is a selling error. 

“Tt is in times like these that true 
salesmanship reveals itself in its abil- 
ity to interpret to the prospect the 
real value that is represented in the 
price ahead. 

“We are of the opinion that the 
American public is rapidly becoming 
tired of price advertising and of 
shoddy merchandise built to sell at a 
price.” 

Vv 
Four Year Guarantee on General 
Electric Refrigerators 

A four year service plan, protect- 
ing the new purchaser of a General 
Electric refrigerator against all costs 








Cleveland Drug Store Installs Sunlamps: Weinberger’s new Prospect Ave. store, 
one of a chain of 25 drug stores in northern Ohio, has recently installed 13 special 


sunlamp fixtures. 


Each fixture contains four 100 watt Mazda lamps for indirect 


illumination and one “S-2” sunlamp for direct illumination and ultra-violet radia- 
tion. This is the first commercial application of sunlamps in the drug store field. 


It is expected that other stores of this chain will soon install similar equipment. 





been announced by P. B. Zimmerman, 
general manager of the electric re- 
frigeration department of the General 
Electric Co. This has been an- 
nounced to the public with a special 
half-million dollar trade paper, maga- 
zine, newspaper and outdoor adver- 
tising campaign. 

The initial advertisements stated 
“Just a short time ago, we offered an 
additional two-year guarantee beyond 
the previous one-year warranty, the 
first such step taken in the electric 
refrigeration industry. Now, General 
Electric offers a service contract pro- 
tecting the owner against all service 
and repair charges on the ‘Monitor 
Top’ mechanism for four whole 
years. 

“Seventy per cent of the invest- 
ment of the purchaser of electric re- 
frigeration goes into the mechanism. 
A good cabinet will last for years. 
The finish may scratch or chip or be 
marred, but it is easily repaired. Nat- 
urally, the insulation and thickness 
of the cabinet are important. How- 
ever, the real heart of the entire re- 
frigerator is the mechanism.” 

v 


Boston Convention Reveals 
Optimism of Oil Burner Industry 

Giving a new national significance 
to the oil burner industry the Ninth 
Annual Oil Burner Convention and 
Show, conducted by the American 
Oil Burner Association, closed in 
Boston on April 16 after a week 
that established new attendance rec- 
ords for oil burner shows and a 
record breaking registration insofar 
as the industry, itself, was concerned. 

In addition to receiving the annual 
report from Walter F. Tant, retir- 
ing president of the Association, the 
directorate took a vigorous stand 
against federal extravagance and de- 
manded that there be every effort in 
Washington to cut down expendi- 
tures which “can and must be made.” 
In dealing with this aspect of its 
business the board reaffirmed its 
vigorous objections to the excise oil 
tax. 

The board also received a pro- 
gram of trade practices for the in- 
dustry and set up an advertising code 
whose purpose is “to raise the stand- 
ard of advertising through the elim- 
ination of unethical and disparaging 
copy” and through positive state- 
ments rather than negative, “To sell 
the industry as a stable, responsible, 
fully established industry.” 
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Training Dealers to Sell Washing 
Machines 


(Continued from page 27) 


by the dealer are already owned, and 
the age of each. Such a canvass will 
disclose not only many possible pur- 
chases of washing machines, but 
radios and refrigerators as well. The 
value of a canvass is, therefore, 
threefold. It is recommended that 
this canvass be made in medium 
class residential sections, rather than 
in apartment house neighborhoods, 
since the medium working classes 
offer the largest potential washer 
market. Most manufacturers have a 
prepared telephone canvass that they 
supply to dealers free of cost. 

Whether prospect names are se- 
cured as the result of a telephone 
canvass, or by the survey made by 
women canvassers, we believe that 
the prospect should first be followed 
by carefully prepared direct mail. 
The copy should not mention price, 
but should touch upon the proper 
sales appeal in each case. After three 
mailings the salesman should call and 
endeavor to have the prospect come 
to the store. Once the dealer gets 
the prospect on his own grounds, he 
will have no difficulty in selling a 
goodly percentage of them provided 
that he has several models preferably 
of the same make, on his floor, giv- 
ing prospects an opportunity to 
choose the washer they want. The 
experiences of radio dealers in trad- 
ing up from midget to console sets 
has brought out the necessity of 
having a complete display of washing 
machines. As most merchandise in 
the higher price classes is sold on 
time payments, the higher priced 
models involve only a few more dol- 
lars per month to be paid by the 
customer yet it is these higher price 
models that pay the dealer real divi- 
dends in selling them. 

After the prospect has been 
selected and worked up to the point 
of coming into the store, the question 
will usually arise, “Do you demon- 
strate?’ We are strongly opposed to 
free demonstrations in the home. 
Washing machine dealers have lost a 
lot of money in the past because of 
this practice. When this question 
arises, we suggest that the dealer say, 
“Tf this machine, Mrs. Jones, will do 
all of the things that I claim for it, 
will you buy it?” Usually the woman 
replies in the affirmative and then 
we recommend that the dealer say, 


“Very well, I will write up the order 
with the condition that your down 
payment will be refunded to you in 
the event that the machine will not 
wash and perform as I have stated 
that it would.” The order is written, 
the down payment is secured, and the 
demonstration is given. Of course, if 
the salesman has properly merchan- 
dised his washer and has not made 
extravagant claims for it, it will pro- 
duce the results wanted and the sale 
is made without the disadvantage of 
costly free demonstration. 

It will occasionally happen that 
there will be competitive dealers in 
the town who will give free home 
demonstration, but this can be capi- 
talized on by the resourceful dealer 
who follows the plan that we sug- 
gest. All he need do will be to ex- 
plain that in buying from him the 
customer has the assurance of get- 
ting a new machine whereas, the 
customer surely understands that 
competitors must sell the demonstra- 
tors that they use, and that a recon- 
ditioned washer is difficult to deter- 
mine from a new one. Fear is thus 
implanted in the mind of the pros- 
pect, fear that a machine sold by a 
free demonstration has been used by 
other people and is not brand new. 
Demonstrations that are lost because 
of such a frank statement by the 
dealer usually would not result in a 
sale anyway, and the prospect who 
can really afford to buy the mer- 
chandise has more confidence in 
the dealer whose policy plainly 
shows that he sells only brand new 
machines. 

One point to impress upon dealers 
is that they have their salesman do 
the first washing. Inasmuch as they 
will be expert in the process, they 
will get excellent results. This is 


recommended for the reason that if 
the housewife is permitted to do her 
washing in the machine the first time, 
not being familiar with the washer, 
she will probably not get the results 
desired either by herself and by the 
dealer. 

Now that we know how the dealer 
can sell to the user, the question 
arises as to how the distributor’s 
salesman can sell the dealer. Those 
manufacturers whose policy it has 
been to consistently sell through 
wholesalers have answered this prob- 
lem by providing their distributor’s 
salesman with a Visual Sales Presen- 
tation that enables him to take the 
dealer through all of the selling 
stages of attention, interest, confi- 
dence, desire and decision. These 
presentations not only bring out the 
merits of each model of washer, but 
also the extent of the market for 
washing machines, the possibilities 
for profit to the dealer, and the co- 
operation that the dealer receives 
from the manufacturer. We recom- 
mend that the distributor’s salesman 
be thoroughly schooled in making his 
presentation before going into the 
field. Distributor sales meetings 
where each man makes his presenta- 
tion before the other members of his 
own organization and receives their 
constructive criticism is a most 
effective method. Then, when the 
presentation is mastered there should 
be actual practice in doing a washing 
with the machine, because the whole- 
saler’s salesman cannot properly in- 
struct his dealers without first hand 
experience. Washing demonstrations 
can be conducted right in the whole- 
saler’s building and, when practice 
makes perfect, the salesman is ready 
to go out and doa real job of washer 
selling among his dealers. 








Westinghouse Refrigerator Distributors: Sales promotion managers for distribu- 
tors of Westinghouse electric refrigerators held a three-day session in Mans- 
field, O., recently to learn the schedules for the advertising and merchandising 
campaign of the spring season. A great deal of confidence and optimism was 
expressed by the men toward the future of general business conditions, espe- 
cially in the electric refrigeration industry. Over 120 men attended, representing 


every state in the country, and 


while in Mansfield the men were taken through 


the Westinghouse Electric and Mfg. Co. plant. 
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ONE CLEANER... 
ONE NAME... 
ONE QUALITY... 


| ONE PRICE 
TO ALL } dD... 


Every Hamilton Beach Gold Star Vacuum 
Cleaner that goes out from our factory bears 
the Hamilton Beach Gold Star name. Every 
Hamilton Beach Gold Star Cleaner is the high- 


est quality possible. It is sold at the lowest 











price possible; yet it allows you and your 
retailers ample profits. The retail price is $39.90 
—a remarkably low price for so much cleaner. 

Fine merchandise, ample profit, an inviting 
retail price, and honest treatment for jobbers 
and retailers—what more can a manufacturer 
provide as a money-maker? 

We have put into this Hamilton Beach 
leader all the qualities that make for satisfied 
sales. Getting acquainted with it, enthusias- 
tically, is easy, on the part of retailers and 
customers alike. Its blue and grey checked bag 
and streamline nozzle are attractive. Its 
motor-driven brush means power—with gentle | Generous sales-help and display material go out 
sweeper-beater action. Its heavy suction leaves an to every retailer. Gold Star Vacuum Cleaners are sold 


absolutely clean trail in its wake. Even its belt is to dealers through jobbers. We are 100% for price main- 


fool-proof. With so much cleaner at so little a price, tenance everywhere, under any conditions. The Hamilton 
there should be excellent sales and really rapid turn- | Beach Manufacturing Co., Racine, Wisconsin. Sub- 
over wherever vacuum cleaners are sold. sidiary of Scovill Manufacturing Company. 


' HAMILTON BEACH 
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This low priced washer is backed by a complete line 
covering a wide price range and meeting every need... 


Here is a washer your dealers can 
feature in their advertising and win- 
dows at $49.50. A washer they can 
feature, in combination with Model 23 
Automatic Attachment Ironer, as low 


as $87.00. 


A price leader! That's what you need 
to successfully secure new accounts 
today. A leader your dealers can use 
to pull washer prospects into their 
stores. Prospects they can “‘switch’’ to 
more profitable models. 


Right now many dealers are using 
this $49.50 washer in this business- 
building way. One store featuring it, 
in one ad, reports “‘switching”’ fifteen 


such prospects in one day. Yes, fifteen 
big-profit sales . . . and not a single sale 


of the smaller-profit $49.50 leader! 
This $49.50 leader is a dependable 


washer in every respect. It offers a 
fair profit margin. In conjunction with 
the complete Automatic Line it enables 
you and your dealers to meet all com- 
petition. 


But get the full details. Also details 
of the seven unusual co-operative fea- 
tures designed to help your dealers 
sell. Mail the coupon today. 


AUTOMATIC 
401 W. Third St. 


WASHER COMPANY 


Newton, Iowa 


Also 3 new Automatic Ironers—Model 38 attachment ironer, $49.50*; 


Model 39 portable ironer, $84.50*; 


Model 40 table ironer, $94. 50*. 


age Washer Com ag SE 
W. Third St., Seuun 


cakes —Please send Pope about 





AUTOMATIC 
ELECTRIC 


MOTH BALL 


Every electrical home 
is a pros for this 
useful + 
trating t kills every 
moth. “a eggs - 
larvae, too. imply 
place in room or loset 
—and p! into nearest 
light socket. No mov- 
ing of clothes. No 
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Live-Wire Pete at the Nut House 
(Contmnued from page 31) 


we see the Frozenair dealer going in. 
He looks disappointed at seeing us. 
We grin. 

At eleven the next morning Bushels, 
myself, the truck driver, a helper, a 
local electrician, his helper, and a 
de luxe model Crispycave refrigera- 
tor are on the way to the palatial 
residence of Mr. Dement. Quite an 
imposing caravan we make, if you 
ask me. 

We arrive at the residence, there 
to see a sight never before equalled 
on land or sea. Five trucks are lined 
up in front of this joint including 
our own; five dealers are there; each 
with a contract reposing in his inside 
coat pocket. Salesmen, truck drivers, 
helpers, stray dogs, grocer’s boy, 
messenger boy, etc., make up the rest 
of the cast with the exception of the 
cop on the beat who is coming up the 
terrace to see what the row is about. 
And maybe you think there wasn’t a 
row. 

Each and every one of those deal- 
ers, including Bushels, is telling the 
other dealers to go and peddle their 
papers. It seems that each dealer 
made this sale and that the other 
dealers are trying a little throat 
cutting. 

It is Mr, Dement who comes to 
the veranda with raised hand and 
commands silence. “Gentlemen! 
Gentlemen!” he says. The mob turns 
toward the speaker and bedlam be- 
gins again, this time aimed at Mr. 
Dement. Once more the door opens 
and two husky young fellows in 
white coats lead Mr. Dement back 
into the house. Then the fat faced 
nurse comes out to the railing. 

“Listen, you birds,” she says. 
“This is Doctor Stewart’s private 
sanitarium for nervous cases—nut 
cases to you guys. Get me now? 
Dement is a harmless old guy who 
has the run of the house and I got 
too much to do to be watching him 
every minute. If he keeps himself 
busy clipping ads on electric refrig- 
erators, he ain’t getting into mis- 
chief.” She shrugs her shoulders .. . 
“But if you birds are batty enough 
to let a nut like that put it over on 
you, you need professional attention. 
Now run along like nice boys, and 
play that you are Napoleon or some- 
thing.” Then she laughs and goes 
into the house. The mob looks be- 
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wildered for a minute and I see 
an opportunity for some missionary 
work. 

In two jumps I am on the porch. 
“Listen, you guys,” I shout. “The 
nurse is right. There are two things 
you can do. Go on playing Napoleon 
or run this game on a business basis. 
What’s the matter with having a 
local association with some rules? 
You're all so afraid that the other 
fellow will make a sale that you are 
willing to let out your refrigerators 
on no down payment to customers 
with no credit. 

“For the first rule in this associ- 
ation we are going to form, let’s have 
a uniform sales contract for the cus- 
tomer to sign, which is subject to 
approval by your various credit de- 
partments. No refrigerators deliv- 
ered within 48 hours of the sale 
except for cash. No deliveries with- 
out substantial down payment. No 
deliveries without careful credit in- 
vestigation. Notice to all association 
members of names of all customers 
who fail to make their payments. 
You can work out details later.” 

I point a finger at the dealers, 
“Smith, Thompson, Larson, Phillips. 
Will you meet tonight at Bushels to 
talk this thing over?” Everybody 
agreed. Yes, brother, the refrigera- 
tor business is on a sounder basis in 
Springdale. 








They Avoid "Trick Stuff": E. S. John- 
son, secretary, and H. A. Weller, vice- 
president of Johnson-Weller, Inc., Port- 
land. Ore., distributors for Zenith and 
Clarion radios. They carry a complete 
line of parts and supplies and are spe- 
cialists in “Operadio” sound equipment. 
They stay away from what might be 
termed “trick stuff’, new and unsea- 
soned developments which so often are 
here today and gone tomorrow. 








Men You Should Know 
(Continued from page 28) 


intensively while many were marking 
time, and worked hard building up 
dealer acquaintance in the territory. 
The result was that he was forced to 
secure larger quarters in November, 
1922, and moved to his own store at 
Superior and Jackson Sts. 

This business was exclusively radio 
from the start and the volume and 
scope of activities grew rapidly. Mr. 
Aitken never has hesitated to take a 
chance on the future, neither has he 
hesitated to meet changed conditions 
beyond his control and condense his 
activities. At one time he maintained 
radio stores in four cities, Toledo, 
Detroit, Cleveland and Dayton, but at 
present operates only in Toledo and 
Detroit. 

In 1931 he made his greatest 
move, to the fine building at 1014 
Madison St., which is the company’s 
headquarters. Here there is ample 
space and the facilities are sufficient 
to care for the immediate future at 
least. The territory served by his two 
houses consists of eastern Michigan 
and northwestern Ohio. 

Always a good organizer, Mr. 
Aitken has been active in association 
work for many years. When the 
Federated Radio Trades Association 
was founded in Milwaukee in 1928 
he was elected a director. When in 
January of this year the Radio 
Wholesalers Association voted to en- 
large its scope of activities and to 
change its name to the N. A. R. R. 
E. D., James Aitken was unanimous- 
ly elected president. 


Always active in civic as well as 
industry matters, Mr. Aitken is rarely 
without some major assignment 
along this line. He has been Toledo 
Chamber of Commerce director, a 
prominent Rotarian and a past presi- 
dent of the Toledo Safety Council. 
He has been identified to an unusual 
extent in Boy Scout affairs, and very 
successful in promoting civic enter- 
tainments. He was manager of a big 
show given by the American Legion 
in Toledo in March. He is a bach- 
elor and confesses to no particular 
hobbies except business and travel, 
which is his first and best love. He 
has made two trips abroad since the 
War, one to Europe, including France 
and Belgium, and another to the Hol) 
Land. In addition he has seen 
America thoroughly and has returned 
to his birthplace several times. 
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TAKE HOME A 
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AN \ splay with or without Motion Feature 
Fan Salesmen 


Work Without Salary.. 


. colorful window sets, attractive counter dis- 
plays, interesting envelope enclosures and booklets, 
salesman's catalog sheets, cuts, mats, and the com- 
aig Diehl Fan Catalog—all ready to go to work 
or you and your dealers in promoting fan sales. 


Put these "salesmen" to work on a full day basis 
stimulating fan business in homes, stores, shops, in- 
stitutions and industrial plants. Show your y a 
what immeasurable benefit these merchandising 
helps provide. 


With the complete Diehl fan line you are enabled 
to do an all-year-round, specialized fan-selling job 
because of the diversity of types and sizes pro- 
vided. And—Diehl's half a century of fan manu- 
facturing experience is your assurancy of quality 
and dependability. 


Write for your supply of sales helps today. They 
are furnished without charge to Diehl fan jobbers 
and dealers. 


DIEHL MANUFACTURING COMPANY 
THE SINGER MANUFACTURING COMPANY 
Elizabethport, N. J. 
Phileduiphia 


Columbus 
St. Louis 


Boston 
New York 
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and Bracket 
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New—32” and 52” Elec- 
trically Reversible Ceiling 
Fans 
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Ventslating Fans 





18” to 48” High and Low 
Speed Exhaust Fans 
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Wind-O-Vent Ventilator 
Metal or Glass Panel 
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Wholesale Distribution Census 
Includes National Houses 

An editorial in the April issue of 
ELECTRICAL WHOLESALING stated 
that, in the Census of Distribution, 
sales of the General Electric Supply 
Corp., and the Westinghouse Elec- 
tric Supply Co. were included under 
manufacturers’ sales branches rather 
than under wholesalers. Although 
this information was obtained from 
a source officially connected with the 
Wholesale Distribution Census, we 
have been advised by the Census Bu- 
reau (since the publication of our 
editorial) that this statement was in 
error and that sales of all three na- 
tional houses are included under the 
“wholesaler only” classification. 


Vv 
Joint Committee Certifies Local 
Electrical Leagues 

The N.E.M.A.-League Council 
Joint Committee endeavors to cer- 
tify to the approval of those electric 
leagues which in its judgment, and 
according to established standards 
are deserving of financial support 
The committee is in agreement that 
a league to be successful must have 
the support and interest of the local 
utility and that at least 50 per cent 
of the income should be supplied by 
the local utility, also that the ad- 
ministrative expense of a league 


should not exceed 25 per cent of its 
total expenditure. 

During 1931, 22 leagues received 
certificates of approval and those or- 
ganizations actually had disbursed 
during 1930, according to their re- 
ports, $788,807.16. 


v 


Electric Range Campaign 
Arouses Gas Industry 

The recently announced campaign 
to sell $240,000,000 of electric ranges 
and installations has met with direct 
opposition by the makers of gas and 
gas appliances. It is reported on re- 
liable authority that members of the 
several divisions of American Gas 
Association will band together to pre- 
sent a solid front to the invaders of 
the cooking fuel domain, so long con- 
sidered the prerogative of gas. 

“Concerted action may be expected 
by all divisions of the gas industry,” 
stated W. Frank Roberts, president 
of Standard Gas Equipment Corp. 
“The bid by electrical interests for 
the cooking load is taken seriously. 
We will utilize every implement of 
modern merchandising to combat this 
competitive movement. 

“Gas is the modern fuel. It is the 
one fuel with which all are familiar. 
It is clean, safe and most economical. 
These are the three basic premises of 

















Makes Dramatic Demonstration: 


“| Be 





At a recent dealer meeting held in Milwaukee 


by the Badger Radio Corp. which was attended by upwards of 325 dealers, the 
new line of “Majestic” electric refrigerators was introduced. To fully demon- 
strate the strength and durability of the finish of the box itself, one of them was 
rolled off the stage and four dealers from the audience were invited to come 
forward and swing hard blows with a six pound sledge hammer against all parts 
of the box. At the end of the rough treatment the box was still in alignment and 
the “Elasco” finish stayed on with the exception of a few scratches made by side 


glance blows. Everybody present enjoyed the demonstration. 


The battered box 


is on display at the company’s showrooms. 





Stability of Refrigeration: “While it is 
perhaps harder to get and develop good 


refrigeration dealers, they are held 
longer,” says H. D. Alshuler, sales man- 
ager of the radio and refrigeration de- 
partment of Fey & Krause, Inc., Los 
Angeles, Calif. Manufacturers’ policies 
will change somewhat, he believes, and 
among other things they will be forced 
to longer discounts. 





the campaign which will be waged to 
resell our markets and renew the con- 
fidence in gas which the opposition is 
trying hard to weaken. 
“Manufacturers of gas, as well as 
makers of gas appliances are uniting 
to carry on an educational campaign 
which will be national in scope. We 
expect that a near-future meeting of 
the various divisions of the Associa- 
tion will result in a linking of arms. 
Tentative plans, well under way, call 
for the use of newspapers and other 
recognized mediums of advertising 
and merchandising in a campaign 
which will blanket the entire country. 
Electricity has threatened; Gas ac- 
cepts the challenge and will enter the 
lists at once,” concluded Mr. Roberts. 


v 


Monthly Appliance Campaigns 
for New York Dealers 


Walter J. Drury, Graybar Electric 
Co., has announced plans formu- 
lated by the Appliance Sub-committee 
of the Electrical Association of New 
York for monthly appliance sales 
suggestions to all merchandisers of 
electrical goods in the metropolitan 
area with the recommendations that 
a definite appliance, in seasonal de- 
mand, be featured during specific 
periods. A prospectus was distrib- 
uted outlining a coordinated sales 
drive on vacuum cleaners for the 
month of April. 
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SL Pe m 
ResM@ Electric Fans 


— are an investment 
in lifelong 
satisfaction 


Robbins & Myers Electric Fans enjoy 
the public confidence which is born of 












giving long-time service without the 
usual troubles that accompany most me- 
chanical devices. Many R&M Fans 
built 25 to 30 years ago are still giving 
satisfactory service. Durability has dis- 
tinguished them since the first fan we 
produced, 35 years ago. The new R&M 
line of fans is more complete than ever, 
including fans of all types for home, 


Mr. George L. Cole, of the NINETEEN HUNDRED CORPORA- office or industrial uses, at prices to meet 
TION, of Binghamton, N. Y., writes: every requirement. All are good fans,with 
Your representative noticed your old Model 10 Fan in my office and lifelong satisfaction and service built 
asked me how long we have had it. I could not answer definitely but I ; 

remember this fan in particular having been here almost as long as I into them. They are trouble-proof fans. 
have. It is one of six we purchased, I should say, in the neighborhood of d ‘ . 

21 or 22 years ago. It has given us excellent service during this period, We advertise R&M Fans nationally, 


only requiring occasional oiling and dusting, and is now in just as good 


running condition as it was when first purchased.” distribute them nationally, and they ae 


The fan shown above is our Model 10, celluloid vane type oscillator. nationally sold at a profit. Send for 1932 
ke Ay and dependable year-after-year service is built into every catalog. Robbins & Myers, Inc., Spring- 








field, Ohio; Brantford, Ontario. 


Robbins & Myers 


FAN §S 
AN D 
MOTORS 


HAND AND ELECTRIC 
HOISTS AND CRANES 








10” OSCILLATING 
ART FAN—A _ good- 
old reliable breeze FAN—Silver-like 36” and 52” DE LUXE CEILING low-pricedfanand looking fan for the 
maker. All types and finish. Masked os- FAN—Only 18%” headroom with lighting fixture. home or office. Silver- 
sizes. A. C. and D.C. cillating mechan- light fixture. Lustrous bronze finish. For home or office. like finish. Generous 
From $6.50 up, Hist. ism. $12.75 Jist. Reversible blades. $40 and $50 /ist. $20 Jist. breeze. $17.50 /ist. 


KOOLITE—The 


new combination 


STANDARD FANS— MODERNISTIC 
For over 35 years the OSCILLATING 8’ 












































Association 


Activities 


A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Lake Michigan Club Discusses 
Budgets and Competition 

The competition of non-electrical 
wholesalers, the interest of the 
plumbing and heating industry in 
electrical lines, especially air condi- 
tioning and lighting and the methods 
used by members to adapt their op- 
erations to present conditions were 
the subjects which received most at- 
tention at the morning session of the 
Lake Michigan Club’s spring meet- 
ing, held at Chicago in the Lighting 
Institute Quarters of the Electric 
Association on April 28. 

Wholesalers from Illinois, Michi- 
gan, Wisconsin and Iowa, together 
with manufacturers accounted for 
an attendance of over 70. 

In the afternoon Dr. J. O. Per- 
rine, of the Bell Telephone labora- 
tories, gave a demonstration of tele- 
vision, Gardiner Howland outlined 
the Commonwealth Edison Co.’s five 
to 50 dollar plan, H. G. Erstrom told 
of the increasing activity of the 
electrical specialty distributor in re- 
frigeration and appliances, Martin 
Wolf discussed dealer relations and 


H. G. Mauger described the indus- 
try range campaign and presented a 
talking movie, “The Range Inter- 
lude.” 

A. J. McGivern, Manhattan Elec- 
trical Supply Co., Chicago, acted as 
toastmaster at the dinner where 
Fred G. Minor spoke on “The Cen- 
tury of Progress” and Franklyn 
Hobbs, economist, on “Selling Amer- 
ica Short.” 

New officers were elected as fol- 
lows: F. J. Schmidt, Westinghouse 
Electric Supply Co., chairman; Ar- 
thur F. Hearl, American Electric 
Supply Co., secretary. Advisory 
Committee: Howard Ehrlich, chair- 
man; A. N. Anixter, A. F. Luebbe 
and C. P. Damm, representing whole- 
salers; and Wm. Stacey, G. C. Breid- 
ert and Dick Wildauer for the manu- 
facturers. 


Vv 
N. E. W. A. Compiles Overstock 
List for New York Members 
At the request of members in the 
New York area, the N. E. W. A. 
has received reports of overstocks 
from those members having any, and 








Ranges Displayed at Philadelphia Refrigeration Show: View of the second floor 
display at Philadelphia’s Fourth Annual Electric Refrigeration Show which was 
attended by over 33,000. Sales of 225 refrigerators and 15 ranges were closed 
on the floor of the exhibition. 


has compiled a composite overstock 
list which has been distributed to 
every member in Metropolitan New 
York. The expense is pro-rated 
among the reporting members. These 
members have indicated entire satis- 
faction with the results. 


Vv 


R.M.A. to Hold Eighth Annual 
Convention and Trade Show 
About 100 manufacturers have al- 
ready secured space for the R.M.A. 
Trade Show to be held at the Hotel 
Stevens, Chicago, May 23 to 26. Ex- 
hibits will include the latest automo- 
tive, aeronautic and short wave de- 
velopments, together with the refrig- 
erator lines of R.M.A. members only. 

Reduced railrates of one and a half 
fares for the round trip will be avail- 
able on the certificate plan. Creden- 
tials for admission to the show were 
mailed to wholesalers and dealers on 
May 1. B.G. Erskine of Emporium, 
Pa., is chairman of the Show Com- 
mittee. 

Vv 
Ranges and Unemployment to 
Feature N.E.M.A. Meeting 


The spring meeting of N.E.M.A. 
will be held at the Homestead, Hot 
Springs, Va., May 16 to 20. Defi- 
nite plans for the range campaign 
will be presented at a special evening 
meeting. There will also be a dis- 
cussion of state legislation on unem- 
ployment insurance with special ref- 
erence to the Wisconsin statute. 


v 
N. E. L. A. to Meet at Atlantic 
City, June 5 to 10 

The 55th Convention and Exhibi- 
tion of the N. E. L. A. will be held 
from Sunday, June 5, to Friday, 
June 10, in the Atlantic City Audi- 
torium and Convention Hall. Rail- 
roads have announced a_ reduced 
rate of a fare and a half for the 
round trip. Manufacturers will hold 
their usual exhibition during the 
convention. 
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Niagara-Hudson Cooperates 
with Mohawk Valley Club 


As a result of cooperation between 
the Central Station Relations Com- 
mittee of the Mohawk Valley Club 
and the Niagara-Hudson Power 
Corp., this utility has discontinued its 
policy of selling electric ranges to 
dealers. 

W. H. Hall of the Baldwin-Hall 
Co., Syracuse, N. Y., has succeeded 
J. A. Hughes as chairman of the 
Manufacturers Relations Committee 
of the club. Mr. Hughes continues 
as a member of the committee. 

In each city the local member of 
the Contractor-Dealer Relations Com- 
mittee will hereafter act as a go-be- 
tween, as between contractors and 
wholesalers, or contractors and utili- 
ties, in working out the problems of 
the contractor. 

Vv 


St. Louis Radio Association 
Elects New Officers 

The annual election of officers of 
the St. Louis Radio Trades Associ- 
ation was held Wednesday, March 
23, at the Hotel Lennox. 

The new board of directors met 
for the first time and selected as 
their leaders for the coming year the 
following men, all of whom are di- 
rectors: Julian E. Sampson, presi- 
dent; Otto E. Heilman, first vice- 
president; Daniel F. Hyland, second 
vice-president ; Otto A. Buder, third 
vice-president, and Robert L. Mor- 
ton, Jr., secretary-treasurer. 


Vv 
New York Association Forms 


Radio Wholesalers Group 

The Electrical Association of New 
York has recently formed a Radio 
Wholesaler Group. The activities 
of this new group will be directed 
by a committee consisting of Her- 
man Linde, Triangle Radio Supply 
Co., Benjamin Gross, Gross-Bren- 
nan, Inc., and Leslie E. Latham, 
E. B. Latham & Co. 


Vv 


Refrigeration Bureau Selects 

May as Banner Sales Month 

The next major activity of the 
Electric Refrigeration Bureau is set 
for the month of May, which has 
been designated as “Banner Sales 
Month.” In the 30-day period from 
May 2 to 31 the national sales ob- 
jective is 200,000 refrigerators, or 
20 per cent of the entire year’s 


quota. The success of “Banner 
Sales Month” is largely predicated, 
in theory at least, on the sincerity 
with which distributors, dealers and 
salesmen handled the March “Ten 
Million Call” campaign. The pros- 
pects of March, it is hoped, will be 
the customers of May, if full ad- 
vantage is taken of the plan out- 
lined by the Bureau. 


v 


B. F. Weadock Appointed New 
Head of N. E. L. A. 


James F. Owens, president of N. 
E. L. A. had announced the appoint- 
ment of Bernard F. Weadock as 
managing director of this association 
to succeed Paul S. Clapp, who re- 
signed recently to become  vice- 
president of the Columbia Gas and 
Electric Corp. 

Mr. Weadock has served as special 
counsel for the electrical utilities in 
connection with the Federal Trade 
Commission’s investigation. He as- 
sumed his new office on April 1, and 
will continue to carry on his present 
work before the Federal Trade Com- 
mission. 

One of Mr. Weadock’s first official 
acts was to announce that the United 
Gas Improvement Co., the Philadel- 
phia Electric Co., and the Public 
Service Corp. of New Jersey, who 
resigned last year, had rejoined the 
association. 

Vv 


Philadelphia Sets Bogie of 
10,000 Ranges 


The Electrical Association of Phil- 
adelphia has announced that begin- 
ning with February 26, a $5.00 down 
payment became effective on all mod- 
els of ranges, with 24 months in 
which to pay the unpaid balance. 

This year there are two changes 
in the 1932 Range Campaign plan 
over that followed last year. These 
are: instead of a bogie of 5,000 
ranges, 10,000 has been set for 1932; 
last year there was a carrying charge 
of one-half of one per cent per month 
on the unpaid balance after deduct- 
ing down payment. This year there 
will be a financing charge of two per 
cent on the unpaid balance after de- 
ducting down payment, plus one-half 
of one per cent per month. 

Since the start of the campaign, 
about 200 ranges have been sold. An 
interesting fact in connection with 
range sales to date is that the per- 
centage sold by dealers is showing an 





Proud of Its Showroom: Lee R. Howe, 
president of Howe and Co., Boston, 
Mass., distributors of Atwater Kent ra- 
dio and Leonard refrigerators in New 
England, claims to have the largest 
show room east of the Mississippi. 
This company has been established for 
25 years and Mr. Howe says it is a 
good deal like the Atwater Kent Co., 
as it is owned, operated and influenced 
by one man only, as there are no part- 
ners or outstanding stock. 





increase. Last year dealers sales 
were about 13 per cent of the total. 
So far this year, dealers have sold 
17 per cent. 

v 


Leading Range Manufacturers 
Support Cookery Council 

Many compliments are being heard 
these days on the far-sightedness of 
the manufacturers who are support- 
ing the National Electric Cookery 
Council in its campaign to secure 
public acceptance of electric cookery. 
Too frequently, however, the com- 
plete list of these supporting manu- 
facturers is unknown, even to those 
who appreciate the intensive prepara- 
tory work which is monopolizing the 
time of executives of these com- 
panies. 

Hence, N. E. M. A. has announced 
that at the present time the campaign 
is supported by the following manu- 
facturers: 

Edison General Electric Appliance 
Co., Inc—‘Hotpoint”, Electromas- 
ter, Inc.,—“Electrochef”, Estate 
Stove Co.,—“Estate”, Landers, 
Frary & Clark—“Universal”, A. J. 
Lindemann & Hoverson Co —“L & 
H”, Malleable Iron Range Co.— 
“Monarch”, Walker & Pratt Mfg. 
Co.— “Crawford”, Westinghouse 
Electric & Mfg. Co.— ‘Flavor Zone”. 
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Trends in 


Distribution 


a digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








A Purchasing Agent's Viewpoint 


Do not deceive yourselves by tem- 
porizing with principles, but know your 
costs and base your prices on known 
costs, plus proper burden, plus reason- 
able and legitimate profit, and sell your- 
selves and your goods on honest worth, 
dependable service, and in a spirit of 
complete community of interest with 
the customer’s welfare. I can assure 
you that the leaders in the purchasing 
profession today place these qualifica- 
tions ahead of price in establishing per- 
manent sources of supply. We are not 
happy over the confusion and irrespon- 
sibility which forces us now at times 
to place orders where they are not 
earned.—E. F. Watkins, Manager of 
Purchases, Southern California Edison 
Co., in Electrical West for March. 


v 


Television's Future Prospects 


Many problems appear which must 
be overcome before television can be a 
satisfactory means of home entertain- 
ment. The most important of these are 
listed as follows: 

1. Greater detail should be obtained 
in received picture. 

2. Television transmission pick-up 
equipment should be portable and as 
easily used as present-day sound-picture 
pick-up equipment. 

3. Transmitting systems must be 
evolved which will render a satisfac- 
tory and reliable service over an exten- 
sive range. 

4. Receivers as simple in operation 
as our present radio receivers must be 
designed and built at a reasonable cost. 

5. Quiet and satisfactorily illuminated 
picture equipment for the home must 
be designed and built at a reasonable 
cost—STATEMENT by Engineering Di- 
vision, R.M.A., in Radio Retailing for 
April. 

v 


The Electrical Contractor 
as a Sales Outlet 


Adversity is bringing the electrical 
industry together in a more encourag- 
ing way than ever before. Previously 
the other branches of the industry, con- 
sciously or unconsciously, condescended 


at times to offer a helping hand to the 
contractor. 

Now, however, when, as an indus- 
try, we are faced with necessity of 
selling, and particularly when we real- 
ize that we have known very little 
about selling, we get back to earth and 
become human beings again. 


The wholesaler cannot do the selling 
job alone but it took the depression to 
open his eyes to costly yet unproductive 
methods of making large numbers of 
wholesale customers with wholesale 
discounts. 


In this connection the electrical con- 
tractor has what no other branch of 
the electrical industry can ever hope to 
have and that is personalized contact 
with the customer. 


And now there is a very marked 
tendency on the part of the other 
branches of the industry to pay more 
attention to the contractor as an effec- 
tive and efficient outlet for electrical 
products. It is a wholesome movement 
because it will not only effect sales at 
less cost and better profits but it will 
weld the industry together with a com- 
mon purpose—market development. 


The contractor, therefore, is in the 
most strategic position to help lead the 
electrical industry out of its difficulties. 
—EpiToriaL in Electrical Contracting 
for April. 


The Future of Direct Selling 


Direct selling has probably reached 
its peak, but will remain a powerful 
factor in securing volume on new spe- 
cialties. 

A dealer plan of distribution on spe- 
cialties requires about the same selling 
effort and expense on the part of the 
manufacturer as distribution through 
factory branches. 

Smaller territories, closer supervision 
and better sales training methods are 
essential to the success of the dealer 
plan. 

The chief advantage of dealer plan 
lies in securing more volume from sec- 
ondary markets. 

Frequent rejuvenation of product is 
imperative.—FrED WARDELL, President, 
Eureka Vacuum Cleaner Co., in Execu- 
tive Service Bulletin for February. 


The Service of the Wholesaler 


The N.S.P.A. stresses the importance 
of the wholesaler in a pamphlet which 
it has prepared for distribution by 
members to their customers. The fol- 
lowing 15 points comprise the message: 


1. Successful business results from 
rapid turnover; buy from your whole- 
saler to meet current needs. 

2. Your wholesaler offers a selected 
and complete stock of the lines of many 
manufacturers, assembled at a point 
near you. 

3. Your 
delivery. 

4. Prompt deliveries enable you to 
keep your stock clean and fresh. You 
can quickly replenish items in current 
demand, add new lines, and make sea- 
sonable adjustments with ease. 

5. Your transportation, freight and 
handling costs are reduced. 

6. Your purchases are handled with 
less difficulty by consolidating many 
items on one order to your wholesaler. 

7. Your wholesaler’s salesmen, with 
whom you are in close contact, give 
you many valuable suggestions. 

8. Adjustments are handled without 
delay or difficulty. 

9. Your purchases from the whole- 
saler carry the guarantee of both the 
wholesaler and the manufacturer. 

10. Credit can be secured promptly 
from the wholesaler and in periods of 
stress it is possible to secure special 
consideration or assistance from him 
without difficulty or embarrassment. 

11. Immediate price and catalog in- 
formation is available, and your source 
of supply, your wholesaler, is as near 
as your telephone. 

12. Your losses from waste, break- 
age, deterioration and obsolescence are 
less when you buy from a wholesaler. 

13. Cash discounts are easily earned 
when you buy from him. 

14. Your wholesaler can supply all of 
your needs, enabling you to better meet 
your competition. 


wholesaler makes prompt 


15. Your wholesaler will cooperate 
with you at all times for your success. 
—Motor World Wholesale for April. 
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| We have changed CODE Line— 
| our address... 


‘ I O better amplify our service to Electrical Wholesalers 

and to provide them with every advantage which is, naturally, ee 

' realized in more modern facilities of production, we have Range Cabinet 
moved into a larger plant in York, Pa. 





Here we will continue to produce the complete CODE Line 
of Outdoor Meter Switches and Connection Cabinets as well 
as our line of Range Cabinets and Main Entrance Switches. 


This should interest every 
electrical wholesaler 


In the May issue of “Electrical Contracting” there is a CODE 
message directed specifically to electrical contractors. They are well 
acquainted with the CODE Line and will look to you to supply 
their needs. 

CODE offers the electrical wholesaler not only attractive discounts 
made possible through improved production facilities but 100% pro- 
tection on their CODE Franchise. 


Our catalog and price lists are yours for the asking. 





Connection Box 


CODE ELECTRIC PRODUCTS CORP., York, Pa. 


M. J. Lewis, President 
former address, Philadelphia, Pa. Outdoor Meter Switch 








Our new home 


at York, Pa. 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 
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Installation 


NEWLY DEVISED to take care of electric 
range wiring in present buildings. Makes 
attractive, serviceable job at low cost —a 
timely tie-up with the range campaigns now 
under way throughout the country. No. 7910 
(with accessories below) is recommended 
by Central Stations for range installations. 


Cord Sets, Couplings, Ground Strap 


All-rubber Cord Sets make range connec- 
tions easy. On one end, a 3-wire polarized 
cap. On the other, three wiring lugs. 


Coupling holds and protects non-metallic cable 
where cable passes through floor. Grounding 
Strap — used with metallic systems — completes 
ground connection on plug caps. Completely 
meets your customers’ needs for neat, quick job. 
































RECEPTACLE 
No.7910 





CORD SETS Nos.7914,7915 METALLIC SYSTEM No.8295 


ELEGTRIGC DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Refrigeration Editorial is Widely Endorsed 


"Most Timely" Says B. J. Grigsby 


Howard Ehrlich, President 
ELECTRICAL W HOLESALING 

The editorial in your current issue 
on the electrical refrigeration situa- 
tion today is indeed most timely. 

Popularly priced mechanical re- 
frigeration is but in natural sequence 
to public acceptance of this commod- 
ity. Where lower prices are made 
possible by reason of labor-saving 
manufacturing equipment and mass 
production, the position is entirely 
sound; but where they are based 
upon purely anticipated cost results 
or elimination of proper distribution 
and service standards, failure is 
bound to result. 

Manufacturers of assembled units 
are in a temporary position—because 
of the intensely competitive parts 
market today—to market complete 
products at what appear to be such 
low costs as to justify radically low 
retail prices. Past experience has 
shown, however, that with an im- 
provement in general business the 
prices of parts purchased outside 
mount so rapidly that assembled jobs 
are no longer competitive. This fact 
has been proved in practically every 
major industry. 

Sound engineering, sound meth- 
ods of production, and a sound sales 
and service policy are peculiarly es- 
sential in mechanical refrigeration. 
The distributor or dealer who does 
not give consideration to these three 
points concerning the product which 
he handles is drifting definitely 
towards failure. 

B. J. Gricssy, President 
Grigsby-Grunow Co. 
Chicago, IIl. 


v 


"Touches the Most Serious Phase 
of Refrigeration Merchandising" 


Editor 
ELECTRICAL W HOLESALING 
We want to take this opportunity 
to congratulate you on your editorial 
“Will Refrigeration Manufacturers 
be Stampeded?” appearing in the 
April issue of your fine trade paper. 
We would like to have you advise 
by return mail whether you have any 
reprints of this page and whether 


you could send us about three hun- 
dred of them if they are available 
and if not, whether you would give 
us the right to reproduce this edi- 
torial and send it to our refrigera- 
tion dealers and our refrigeration 
prospects. 

We are distributors for Leonard 
electric refrigerators in the state of 
Iowa and you have certainly touched 
upon the most serious phase of elec- 
tric refrigeration merchandising in 
the editorial above referred to. 

A. A. SCHNEIDERHAHN 
President 
A. A. Schneiderhahn Co. 
Des Moines, la. 
Vv 


Endorsed by Louis Ruthenburg 
Howard Ehrlich, President 
ELECTRICAL W HOLESALING 

I have read your editorial and it 
seems to be very constructive indeed. 
The more people we can get to ham- 
mer away at the theme of common 
sense and conservative management, 
the more likely we are to have a con- 
servatively managed and successful 
industry. 

Louis RuTHENBURG, President 
Copeland Products, Inc. 
Mount Clemens, Mich. 


v 


Meyberg Wires for Reprints 
Electrical Trade Publishing Co. 
Very interested in your editorial 
entitled “Will Refrigeration Manu- 
facturers be Stampeded?” page five 
April issue. Can we obtain 250 re- 
prints of this page for distribution 
to our dealers? : 
Leo J. Meyberg, Inc. 
Los Angeles, Calif. 
Vv 


"Timely and to the Point" 
E. T. Rowland, Editor 
ELECTRICAL W HOLESALING 
Let me congratulate you on your 
editorial “Will Refrigeration Manu- 
facturers be Stampeded?” It is both 
very timely and directly to the point 
H. G. Erstrom 
Executive Vice-President 
National Association of Radio, Re- 
frigeration and Electrical Dis- 
tributors 
Chicago, IIl. 


From A. M. Taylor of 
Kelvinator 


Howard Ehrlich, President 
ELECTRICAL WHOLESALING 
Several of my associates and my- 
self have read carefully the editorial 
and special article reprinted from 
ELECTRICAL WHOLESALING for April 
and wish to compliment you on the 
excellence of your thought and the 
exhausting nature of the investiga- 
tion among refrigeration distributors. 
A. M. Tay tor 
Director of Advertising 
Kelvinator Sales Corp. 
Detroit, Mich. 
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Sends Reprints Both to His Own 
and Competitive Dealers 


Editor 
ELECTRICAL WHOLESALING 

If you have reprints of your edi- 
torial on page 5 of your April 1932 
issue I would like to know if I could 
secure same for distribution to our 
trade. 

We would like to distribute 1,000 
of these, both to our own dealers and 
to competitive dealers. 

R. J. Mat_uouse, President 
Plymouth Electric Co. 
New Haven, Conn. 








"Staging" the Demonstration: Harper- 
Meggee, Inc., Portland, Ore., has a 
radio and refrigeration display room 
about 20 by 40 ft., with a lofty ceiling. 
It serves as a consultation room for 
dealers and their customers and is also 
used for holding dealer meetings. A 
low stage is erected at one end of the 
room on which one model at a time is 
set up. Near the ceiling is a spot-light 
for illuminating the set from above and 
a portable spot-light on the floor assures 
other lighting effects. A curtain can be 
drawn across the front of the stage. 
Frank H. Barstow, vice-president, man- 
ages the Portland office which is a 
branch of the main house at Seattle. 
Wash. 
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ee GENERAL CABLE 
ARMORED SERVICE ENTRANCE CABLE 


AND 


RoOMEX 
REDUCE RANGE WIRING COSTS 


SAFE - ECONOMICAL - EASY TO INSTALL 


























From weatherhead to meter—from meter to range, you can cut instal- 
lation costs considerably. 

General Cable Armored Service Entrance Cable is designed to provide 
service from the weatherhead to the meter. It eliminates all need for 
pipe cutting and fitting. It provides its own metal protection and ground. 
It needs only a standard weatherhead, a squeeze connector and a few 
simple straps. Fits closely around cornices and other projections; may 
be painted and is therefore less noticeable on the house. 


Then from meter to range RomeX 






































Non-Metallic Sheathed Cable pro- <4. us 

vides asafe,simply installed circuit. \| 

Needs few fittings. Handles easily L " 

and quickly in small spaces, thru ‘ 

old walls and partitions. Millions am = 
_——— 

of feet of this material have been : é' 



































installed. RomeX is the original 7 
non-metallic sheathed cable. 
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GENERAL CABLE 
CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY «+ OFFICES IN PRINCIPAL CITIES 
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National Association of 
Radio, Refrigeration and 
Electrical Distributors, inc. 





Tie information on 
this page has been prepared by 
H. G. Erstrom, Executive Vice- 
President, by Authorization of 
the Board of Directors of the 
Association on June 9, 1929 





New Refrigerator Manual Ready 
for Distribution 


Although it is only a few months 
since the Association broadened its 
scope to include the field of electric 
refrigeration, two unusually construc- 
tive activities have already been 
launched. 

Last month a comprehensive sur- 
vey of the electric refrigeration in- 
dustry, from the distributor’s view- 
point, was announced. Now comes 
the announcement of a new hand- 
book on “Merchandising Electric Re- 
frigerators.” 

This manual has been prepared for 
distribution to the refrigerator dealer 
by his distributor. It consists of 
eight chapters in each of which an 
important phase of refrigerator mer- 
chandising is discussed by a compe- 
tent authority. 

This new manual is “different”. 
Original in its treatment of the sub- 
ject, in the arrangement of its con- 
tents; in the step by step, logical 
order of its related chapters in the 
compact, easily understandable pres- 
entation of the essential facts. 

The manual is written for dealers 
established in business, their sales 
managers and their salesmen. It deals 
with the whole subject of store man- 
agement and selling as it relates spe- 
cifically to Electric Refrigerators. 


Opportunity for Sales and Profits 

To make sales there must be “Folks 
Who Need Electric Refrigerators,” 
“Folks Who Want Electric Refrig- 
erators,” “Folks with Ability to Pay 
for Electric Refrigerators,’ ‘“Some- 
body to Sell the Folks Who Need, 
Want and Can Pay for Electric Re- 
frigerators.” Under these headings 
the first chapter leads to a clear un- 
derstanding of “The Opportunity for 
Sales and Profits.” 


Refrigerators 
The next chapter outlines simply 
and understandingly what the dealer 
and his sales people need to know 
about refrigeration in relation to its 


application to household type electric 
refrigerators. This is discussed both 
technically and non-technically. 


Electric Refrigerators 

The chapter on Electric Refriger- 
ators discusses the principal parts of 
the refrigerator and why people buy 
electric refrigerators. The latter sub- 
ject is presented in terms of the mo- 
tives which impel people to buy, such 
as Gain of Money, Gain of Utility, 
Satisfaction of Caution, Satisfaction 
of Pride, Gratification of Pleasure 
and Swaying of Sentiment. 


Organizing to Sell Electric 
Refrigerators 

Here we have an unusual chapter 
and an unusual treatment. The sub- 
ject is classified under the funda- 
mentals of retail store management, 
“Have Them,” “Show Them,” “Tell 
Them,” “Ask Them to Buy,” “Fi- 
nancing” and “Future Planning.” 

Under “Have Them” is discussed 
the dealer’s viewpoint, store location, 
types of store-front, entrance, inte- 
rior (display, selling and non-selling 
departments) and stock, Under 
“Show Them,” window display and 
floor display. Under “Tell Them,” 
Advertising — its definition; news- 
paper advertising, copy and layout, 
size and position; direct mail adver- 
tising, outdoor advertising, street car 
cards, radio broadcasting and pub- 
licity. 

“Ask Them to Buy” treats of Sales 
Policy, with its subdivisions, the line 
to be carried, prices, terms of sale, 
demonstrations, service, and budget- 
ary control. A section devoted to Se- 
lecting and Training Salesmen in- 
cludes forms for the salesman’s daily 
report and a salesman’s monthly rec- 
ord. The next section covers Han- 
dling and Stimulating Salesmen, with 
reference to the analysis of the mar- 
ket, territories, quotas, supervision, 
analyzing salesmen’s performance, 
sales contests, prospect files, seeing 
prospects and paying salesmen. 

Under “Financing” is included the 


approving of credits and effecting 
prompt collections, investment in 
merchandising stocks and expenses. 

The final section of this chapter 
considers Future Planning, with par- 
ticular reference to ability to make 
sales, ability to select good credit 
risks, ability to collect installments 
when due, ability to anticipate finan- 
cial needs, concluding with a brief 
essay on “Looking Forward.” 


Getting Orders for Electric 
Refrigerators 

This chapter is written for the 
salesman. How to make every min- 
ute count, the necessity for and the 
elements involved in motivating a 
sales appeal, the pre-approach, the 
approach, the presentation, the over- 
coming of objections, the close and 
get away are all treated comprehen- 
sively and convincingly. 


Handling Satisfied Users 
A short chapter treats of the im- 
portance of enlisting the cooperation 
of satisfied users, methods of ap- 
proach, compensation for assistance. 


Hints on Service 

The concluding chapter deals with 
the nature and importance of serv- 
icing, the reasons for asking the deal- 
er for service. Many service requests 
can be taken care of over the tele- 
phone. Only 14 per cent of service 
calls actually require mechanical serv- 
ice, rest are due to owner not under- 
standing what service she is entitled 
to. The common complaints and how 
to handle them. Educational aspects 
of the service department. Care taken 
in selection and training of service 
men. All of these and many other 
phases are interestingly and instruc- 
tively presented, making this final 
chapter one of the most important in 
the manual. 

This manual is available from the 
Association, 32 W. Randolph St., 
Chicago, at one dollar per single 
copy. Wholesalers ordering in quan- 
tity for their dealers will receive 
special discounts. 
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Appliance Business Saves the Day: | 
Up to the middle of 1930 the C. H. Car- | 
ter Co., electrical wholesalers of Sac- 


ramento, Calif., had merely dabbled in 
the electrical appliance business. Then, 
in appliances, they saw the opportunity 
to actually create sales. No specialists 
were employed, instead the regular 
salesmen were called upon to sell these 
lines. The appliance lines in 1931 have 
shown at least double the sales over | 
1930. C. H. Carter, right, proprietor of | 
the company, devoted much of his per- 
sonal attention to promoting this end of 
the business. G. Wakefield is in 
charge of the credit department. 








Kansas City Association Favors 
Utility Merchandising 


At a recent meeting of the Electric | 


and Radio Association of Kansas 
City, the following resolution was 
offered from the floor, seconded and 
carried without a dissenting vote: 
“Believing that cooperation among 
all groups of the electrical industry 
is essential to its stabilization, and 
“Believing that public utilities are 
a necessary factor in this, in the pro- | 
motion of existing and new electrical 
appliances, and in the rendering of 
proper service to the public. 
“Therefore, we, the members of 
the Electric and Radio Association 
of Kansas City, in meeting assembled 
on this day of April 5, 1932, do 
hereby go on record as favoring pub- 
lic utility merchandizing and oppos- 
ing attempts to prevent such mer- 
chandising by legislative action; and 
we believe, further, that the best in- 
terests of the industry and the public 
ire served by wholehearted coopera- 
ion among all outlets for electrical 
nerchandise.” 
This resolution follows similar | 
nes adopted by other groups, among | 
hich are the press associations of | 
.ansas and Missouri. 














* Sell what SELLS - 











Cash in on big profits 
right NOW with the 


STAR-Rite 


MAGIC 
MAID 


IT’S PORTABLE—use it anywhere 


No other electrical appliance is growing so 
fast in sales as electrical kitchen mixers—and 
the STAR-Rite Magic Maid, Mixer-Beater- 
Juice Extractor, is the acknowledged leader. 

Dealers everywhere are displaying and 
selling the STAR-Rite Magic Maid. Their 
profits pile up higher and higher every 
month. 

NOW is the time to cash in on Magic 
Maid sales and to build a real business on 
this fast growing appliance. Heavy national 
advertising in magazines and on the radio 
tells the big story to millions of women. 

Salesmen—get behind the winner NOW. 
Cash in NOW. Talk it, sell it. And remember 
this—when you carry it with you (in special 
carrying case) 4 dealers out of 5 buy the Magic 
Maid on sight. Send to us immediately for the 
complete selling story. 


is a Sensational Value 


EYE-VALUE— New, modernistic—beau- 
tiful in design and finish. 


QUALITY— Old fashioned STAR-Rite 
dependable quality p/us many new im- 
provements. 


PRICE—Never before have such fans 
been offered for anything like so little 
money. 


SALES-APPEAL—Eye-value, quality, 
performance, price—taken altogether, 
the new STAR-Rite Fans are your one 
best bet for sales appeal, for profit with 
volume. 

Send today for full information on the 
complete line of STAR-Rite Fans. A// 
have the new modernistic design and a// 
have new selling points—priced from 
$3.95 retail to $10.95 retail. 


Complete catalog sent on request 


The FITZGERALD MANUFACTURING CO. 
Torrington, Conn. 
Originators of the combination 
Mixer-Beater and Juice Extractor 





Mixer Beater 
AIVitd-e & Giael diel s 


"I9se 


$19.95 
and West Coe 


Cat. No. 426M 10 inch Oscillator — 3 
speeds. Induction Type A C— 60 cycle 
Cat. No, 429M— Universal Type AC—DC 
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Each month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 
tors. Voluntary contributions of news items 
and snapshots are invited from our readers 


News 





rom the Field 








Langdon and Hughes Opens 
Syracuse House 


The Langdon and Hughes Electric 
Co., General Electric distributors of 
Utica, N. Y., has purchased the elec- 
trical department of the Syracuse 
Supply Co., for the past eight years, 
General Electric distributors in the 
Syracuse territory. 

A new warehouse has been opened 
at 1020 W. Genesee St., Syracuse, in 
charge of Leo Meagher. 


v 


General Electric Supply Acquires 
Connecticut Houses 


On April 1 the General Electric 
Supply Corp. took over the opera- 
tion of the four Connecticut houses 
of the Southern New England Elec- 
tric Co. 

Joseph R. Spurr, president of the 
former company, becomes operating 
manager with R. L. Sherman as pur- 
chasing agent. H. F. Rodgers, for- 
merly manager at Charlotte, N. C., 





Direct Company Activities: These two 
brothers and sister, all three of them 
under 30, have the responsibility of di- 
recting all the activities of a well-rounded 
electrical wholesaling business operated 
in Cincinnati as the Schuster Electric 
Co. This young trio is made up of Wm. 
C. Schuster, Helen Schuster Ludeke, 
secretary-treasurer, and J. E. Schuster, 
general manager. This company dis- 
tributes a well known line of radio and 
electrical refrigeration, electrical appli- 
ances, supplies and specialty items. 


has been appointed supply sales man- 
ager. 

Headquarters will remain at Hart- 
ford with Seth Moultrop, E. E. Hul- 
bert, and H. V. Lips as sales repre- 
sentatives in charge of the Water- 
bury, Bridgeport and New Haven 
branches respectively. Branch house 
operations will be under the direction 
of H. F. Sammis, Waterbury, H. J. 
Larke, Bridgeport, and R. F. Swain, 
New Haven. 

Vv 


Minneapolis Distributors Effect 
Merger 


The Geo. C. Beckwith Co., Min- 
neapolis radio distributors, has an- 
nounced its merger with Geo. A. 
Clark & Son, on March 31, under 
the name of Geo. A. Clark & Son. 


Under this merged arrangement, 
Copeland refrigeration products, 
Haag washing machines, and radio 
products (to be announced later) 
will be distributed under the direc- 
tion of R. C. Colman, supported by 
other members of the Geo. C. Beck- 
with Co., together with the present 
personnel of Geo. A. Clark & Son. 

The products of the Philadelphia 
Storage Battery Co. will be distrib- 
uted in the future by the Roycroft 
Co., 1625 Hennepin Ave., Minne- 
apolis. 

Vv 


Robert S. Temme to Handle 
General Electric Refrigerators 


The Robert S. Temme Co., Ta- 
coma, Wash., has been appointed 
exclusive Pierce County distributor 
for General Electric Refrigerators, 
with headquarters at 756 Broadway. 
The company will handle a complete 
line of both home and commercial 
refrigerators. Associated with Mr. 
Temme, will be Frank A. Lough, 
former sales manager of the Pacific 
Power and Light Co., N. V. Tegler, 
and E. E. Scribner. 


Canfield Supply Entertains 
Hudson Valley Dealers 


The spring merchandising exhibit 
and dinner of the Canfield Supply 
Co., Kingston, N. Y., held recently 
at the Governor Clinton Hotel, was 
attended by about 125 dealers from 
cities and towns within a 100 mile 
radius. 

The exhibit, held in the Crystal 
Room, included displays of “Univer- 
sal” appliances and ranges, “Sepco” 
water heaters, Gould pumps and 
Westinghouse lamps. 

H. E. Dexter, manager, Central 
Hudson Gas and Electric Co., was 
the guest speaker. Edward Mus- 
grove of the Albert Steiger Co., 
Springfield, Mass., who sold 250 
ranges last year, spoke on the electric 
range from the dealer standpoint. 
Other speakers included H. B. Payor, 
Landers, Frary and Clark, L. A. 
Zima, General Cable Corp., and R. A. 
Transue, Westinghouse Lamp Co. 
W. C. Kingman of the Canfield Sup- 
ply Co., acted as toastmaster. 








Hard Workers: E. W. Dickason, at the 
left, Mrs. E. V. Dean and H. D. Burns 


are equal partners in the Standard 
Wholesale Electric Co., Los Angeles. 
Mr. Dean passed away in 1931 and Mrs. 
Dean, formerly bookkeeper, is still an 
active member of the company. This 
young organization, only three and a 
half years old, has been growing up 
during a period of constant fighting, 
but they are all hard workers, well 
liked, and are pushing along now with- 
out a heavy overhead but so fixed that 
they can expand easily when expand- 
ing again becomes the fashion. 
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An Old Friend Greets You: —_w. H. 


(“Bill”) Paschen, well-known to the 
trade in the middle west through his 
many years with the old Electric Appli- 
ance Co.. Chicago, is now traveling cen- 
tral Illinois for the General Electric 
Supply Corp., Springfield. He is now a 
specialist, concentrating in resale mer- 
chandise and appliances only. 


Marshall Adams Joins Elin 
Company 
Marshall Adams, former sales pro- 
motion manager of the merchandis- 
ing department of the Westinghouse 
Electric and Manufacturing Co., has 
joined the: Elin Co., Philadelphia, as 
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The 


New Wadsworth 


Lighting Units Revolutionizing 


Display Case Lighting 





Illustration of “D-tach-O” Lighting 
Unit and “D-tach-O” Duct 


“T)-tach-O” Features 


Flexibility 


“D-tach-O” Units quickly and completely removable, for 




















retail sales Manager. ae \\’ In renewing Lamp, cleaning reflector and case. 
; His ae —— vistas _ “D-tach-O” Duct accommodates either intermediate or stand- 
inghouse Co. was in 1923 as district ard base “D-tach-O” Lighting Units. 
advertising manager with headquar- EGiciency 
ters in Atlanta, Ga. In 1926 and 1927 Service More and better distribution of light properly retained within 
he was manager of the merchandising the case. 
iene ity ¥ ic ‘ ashe mit . a —— Temperature 
division in Atlanta. Phis was fol- Decidedly cooler units. 
lowed in 1929 by his appointment as 
manager of the sales promotion sec- a An peered new, unique method that is neat, rigid and 
tj matic 2 od ey & tm economical. 
ion of the domestic appliance de on 
In 1930 he was made assistant gen- :' 
eral advertising manager and Febru- =: 
ary 1, 1931, became sales promotion a co a flr coe 
manager of the Westinghouse Mer- — npn 
chandising Department. 
¥ . se ' 
. Whether it is a new or replacement job, Wadsworth com- 
Wakem and Whipple Holds plete “D-tach-O” Assemblies are easy and simple to install 
Kentucky Derby Contest in all types of Display Cases. 
i Lee A product that offers an unusual opportunity for increasing 
A sales contest on “Majestic husianes. 
adio sets with a trip to the Ken- For complete information write for our New Catalog 
tucky Derby which will be run at No. R89. 
Louisville on May 7, has been an- 
ounced by Wakem and Whipple, Che WADSW TRICMFGE Inc. 
ne., “Majestic” radio distributors in P 
hicago. A definite number of points 
ave been assigned to each radio ; 
odel and a total of 180 points earns | Safety Electric Switches _ Display Case Lighting 


trip to Louisville. 
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Personals 





“Nate” SmitH and “Al” Ferris, 
formerly with Western Radio, are now 
in charge of radio service and counter 


sales, respectively, for the Western 
Wholesale Radio Co., Los Angeles, 
Calif. 


Ray B. Deacon and Albert E. Coey 
are two new salesmen with the Parr 
Electric Co., New York. Mr. Deacon 
who will handle electrical contractors 
and industrial plants in the Borough of 
Manhattan, was formerly with Stanley 
and Patterson. Mr. Coey is an expert 
on motor drives and factory illumina- 
tion. He will cover Bergen County, 
N. J. 

Lester SHAw, Tom Ratcliffe, and 
Ed Hart are three new salesmen with 
the Steiner Electric Co., Chicago. 

Jutius PLApLeR and Meyer Kopwei- 
tig have been added to the sales force 
of the G. and G. Electric Supply Co., 
New York City. 

J. P. ForstoeFe:, Joe Curran and J. 
M. Record are now selling for the 
Radio Specialty Co., Milwaukee, Wis. 

S. N. Hatt will cover the northern 
Minnesota and Wisconsin territory for 
the Price Electric Co., St. Paul, Minn. 

GeorGeE E. Bimer is handling the 
Minneapolis territory and Neil Snyder 
is covering St. Paul for the Blaine 
Electric Co., of St. Paul, Minn. 

J. P. Crark, sales manager for the 
Electric Supply Co., Tulsa, Okla., has 
resigned. 

N. A. BrEITENMOSER who has been 
connected with the electrical sales or- 
ganization of Woodward Wight and 
Co., New Orleans, for a number of 
years, is a new member of the selling 
staff of the Electrical Supply Co., New 
Orleans, La. He will travel the Mis- 
sissippi territory. 

Joun GILirer has been employed as 
city salesman on industrial accounts and 
C. R. Dodge is calling on retail dealers 
and contractors for the Glasco Electric 
Co., Kansas City, Mo. 

Murry Esxin and Sam Perry are 
two new salesmen with the Reno Sales 
Co., Inc., Brooklyn, N. Y. Sol Geffner 
has been appointed office manager at 
this house. 

E. B. Howarp has been placed in 
charge of the Dallas branch of the 
Shield Co., Ft. Worth, Tex. 

C. C. Brocu, formerly with the Ac- 
kerman Electric Supply Co. of Grand 
Rapids, Mich., is now selling for the 
Independent Electric Co., Muskegon, 
Mich. 

H. T. Kinner has been appointed 
manager of the E. J. Edmond Co., 
White Plains, N. Y. C. A. Malliet, 
vice-president, will not be connected 
with this company after May 1, 1932. 


BEN JANG is now traveling as supply 
salesman for the Electra Supply Co., 
Poughkeepsie, N. Y. 

Curis. LinpsLey has been employed 
as a salesman by R. H. McMann, Inc., 
New York City. 

J. O. Backus has joined the sales or- 
ganization of the Stubbs Electric Co., 
Portland, Ore. 

W. L. Krause has been elected presi- 
dent of Ohio Radio Wholesale, Inc., 
Cleveland, O. For many years he was 
connected with radio industry in Chi- 
cago. Howard E, Clary is a new sales- 
man with this company. Known as 
“the hard working Irishman’ he has 
traveled this territory for many years. 
Lyle T. White, formerly connected with 
Ernst and Ernst, auditors, now has 
charge of this company’s accounting 
department. 

v 


Lines Added by Wholesalers 

R. H. McMann, Inc., New York 
City—“Universal” appliances, Delco 
fans. 

Etectra SuppLy Co., Poughkeepsie, 
N. Y.—Bussmann Mfg. Co. 

Reno Sates Co., Brooklyn, N. Y.— 
“Universal” mixers. 

O’Bannon Bros., Little Rock, Ark. 
—“Hotpoint” ranges. 

Evectric Supprty Co., Tulsa, Okla. 
Norge refrigeration. 

BLAINE Evectric Co., St. Paul, Minn. 
—Dover irons. 

Rapio Specratty Co., Milwaukee, 
Wis.—“Universal” electric ranges and 
vacuum cleaners. 

STEINER ELectric Co., 
Servel refrigeration. 

SHERWOOD HAL Co., Grand Rapids, 
Mich.—Delco fans and vacuum clean- 
ers. 


Chicago— 


Selling for Swords: Ronald Anderson, 
at the left, has just joined up with the 
Swords Bros. Co., Rockford, Ill., as a 
salesman when he was included in this 


picture. W. T, Purdy is the store man- 


ager. 





W. M. Dutton ANnp Sons Co., Oma- 
ha, Neb.—Lindeman and Hoverson 
electric ranges, also Colis hot blast 
stoves and ranges. 

Betasco ExLectric Suppty Co., Chi- 
cago—Hart and Hegeman wiring de- 
vices. 

K1eEFER ELECTRICAL Suppty Co., 
Peoria, Ill—Curtis Lighting, Inc., 
complete line of floodlighting “X-Ray” 
reflectors and “Curti-Strip” and acces- 
sories. 

Erectric Suppry Co., Elkhart, Ind. 
—Cunningham tubes. 

REINHARD BrotHers Co., Minneap- 
olis, Minn. —“Electrochef” ranges, 
“ABC” washers and ironers for Min- 
nesota, North Dakota, South Dakota, 
and western Wisconsin. 

Cuas. B. Scotr Co., Scranton, Pa. 
—Trico fuses and links. 

ScHILLeErS, Inc., Utica, N. Y.—Gib- 
son refrigeration. 

Hes Rapio Suppty Co., Des Moines, 
Ia.—“Mixmasters.” 

WAKEM AND WHIPPLE, INc., Chicago 
—Line of “Mixmasters” and “Magic 
Maid” mixing machines. 

Lewis Rapio Co., Philadelphia, Pa. 
—Voss washing machines. 

MONUMENTAL ELECTRICAL SUPPLY 
Co., Baltimore, Md.—MacBeth. 

JosEPpH Kurzon, New York City— 
Trico fuses. 

KNIGHT CAMPBELL, Denver, Colo.— 
Samson- United line. 

STERN AND Co., Hartford, Conn.— 
Standard Electric Stove Co. 

F. R. Goop1ne Co., Wilmington, Del. 
—‘‘Sunbeam” mixers, Delco vacuum 
cleaners and “Aerovox” replacement 
radio parts. 

WESTERN SuppP-y Co., Salt Lake City, 
Utah—“Electrochef” ranges. 

OAKLEY AND Sons, Boise, Idaho— 
Norge refrigeration for eastern Oregon 
and southwestern Idaho. Also “L & H” 
electric ranges. 

Outro Rapio WHOLESALE, INC., Cleve- 
land, O.—‘“Sparton” refrigerators. 

Leo J. Meyserc Co., San Francisco, 
Calif. — “Edicraft” line of electrical 
appliances in California and Nevada. 

INTERMOUNTAIN EL Lectric Co., Salt 
Lake City, Utah—Lindemann and Hov- 
erson products in Utah, eastern Ne- 
vada, southeastern Oregon, western 
Wyoming, and that part of Idaho south 
of Lewiston. 


v 


Pacific Wholesaler Opens 
New Store 

The Wholesale Electric Supply Co. 
recently signed a lease for a new 
Fresno, Calif., store at 742 Fulton 
St. The store, which is managed by 
D. C. Stanford, opened on April 1 
with a stock of electrical supplies and 
appliances, 
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MURRA 





Obituary 


Samuel Adams Chase 


Samuel Adams Chase, an active 
figure in the electrical industry since 
1884 until his retirement late in 
1931, died at his home in Mansfield, 
O., Tuesday morning, April 12, at 
the age of 71. 

Mr. Chase first became identified 
with the electrical industry when he 
entered the employ of the Western 
Electric Co., where he remained 17 
years. He was this company’s first 
traveling supply salesman, and later 
became its supply sales manager. 

In 1904 Mr. Chase joined the 
Westinghouse Electric and Manufac- 
turing Co. as a supply salesman. He 
was advanced to the position of as- 
sistant manager of the Merchandis- 
ing Department and later was made 
special representative of this depart- 
ment, which position he held until 
his retirement. 

In 1917 he, in association with 
W. L. Goodwin, of the General Elec- 
tric Co., was delegated to travel 
throughout the United States to 
bring about a harmonious relation- 
ship between all the factors that 
enter into the electrical industry, es- 
pecially those engaged in electric wir- 
ing and merchandising—these factors 





being principally represented by the | 


central station, jobber, and contrac- 
tor-dealer. 

Having been a prominent figure in 
the electrical industry for more than 
45 years, Mr. Chase, because of ac- 
tivities nationally, was one of the best 
known men of the industry. 


v 
Henry Black Jagoe 


Henry Black Jagoe, president of 
the wholesale electrical and radio firm 
of Radio Sales Service, Ltd., of Van- 
couver and Victoria, B. C., died at 
his home in Vancouver, March 28, 
following a short illness. Mr. Jagoe 
came to Vancouver eight years ago, 
after having previously engaged in 
business in New York for 40 years. 
He founded Radio Sales Service, 
Ltd., on Cordova street, Vancouver. 
Che firm expanded rapidly and in ad- 
dition a Vancouver Island warehouse 
was opened at Victoria. 

Allison M. Jagoe, general man- 

rer, Radio Sales and Service, is a 
son of the deceased. 


Wiring 





SAFETY 


For New 





SWITCHES 






Sequence— 





> - 


test links— 
meter- 

test links— 
switch- 
fuses (accessible) 


load 


pS tite 


n@)y (= 

‘ 
_ ae) St a 
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urray 2// 


—the ideal combination of meter and range 
switch with meter connection test block 
complete within one cabinet 


2 fuses, solid neutral. i—60 amp. 3 wire range elreuit, 
6—30 amp. 125 volt plug fuse cireults for lighting 
and water heater connections. Metal meter board and 
meter connection test bieck. No. 278 is the same as 


This combination is used not only with electrie range 
installations but, it provides for the control of other 
existing and FUTURE eircuits. All the wiring in one 
cabinet—a neater, more compact and, above all, an 
easier wired job. 


Accessible fuse type, 60 amp. 125-250 voit, 3 pole, 


METROPOLITAN 
mmm DEVICE. GORPORATION tenn 


1250 ATLANTIC AVENUE 
BROOKLYN +: NEW YORK 


No. 277 except that meter connection test block is net 
furnished. Send fer booklet showing other Murray 
Switches. 
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Harold Wrape New President of 
Missouri Athletic Association 


Harold J. Wrape, president of the 
Benwood-Linze Co., and the Trav- 
Ler Radio and Television Corp., of 
St. Louis, Mo., was elected president 
of the Missouri Athletic Association 
at a meeting of the board of gover- 
nors held March 23. 


v 


Harold T. Welch Now Head of 
Hughes-Peters 


Marion A. Bridges, Jr., has re- 
cently resigned as president of the 
Hughes-Peters Electric Corp., Co- 
lumbus, O., to accept a position with 
the State Automobile Mutual Insur- 
ance Co. The Hughes-Peters Co. 
has re-organized its board of direc- 
tors and elected Harold T. Welch 
president, William Maugan, vice- 
president and re-elected Miss A. E. 
Hooper secretary and treasurer. Mr. 
Welch has been connected with this 
company who are Westinghouse 
agent jobbers, for over 15 years. 


v 
Philadelphia Distributors Hold 
"Mayflower" Dealer Meeting 


Advertising in all its forms was 
praised as the first method of abolish- 
ing the present-day depression when 








Anxious to Know What the Other Fel- 


low Thinks: A suggestion box, available 
to both customers and employes, is 
placed in a prominent part of the store 
at the Frank Corp., Savannah, Ga. Ed- 
gar L. Wortsman, president of the firm, 
is always anxious to learn what the 
other fellow thinks, which is why he 
has the box. Employes place sugges- 
tions in the box frequently. It is Mr. 
Wortsman’s belief that the man who 
thinks about his employer’s business 
will naturally have suggestions. This 
firm was organized in 1895 as a harness 
and saddlery store and has graduated 
into the sale of hardware, radios and 
appliances. 


250 “Mayflower” refrigerator deal- 
ers attended a meeting preceded by a 
luncheon given by Philadelphia Dis- 
tributors, Inc., at the Bellevue Strat- 
ford Hotel on Tuesday, March 15. 

Albert E. Hughes, vice-president 
of Philadelphia Distributors, Inc., 
as chairman of the meeting, intro- 
duced its speakers who included 
Harry J. Hunt, president of the Tru- 
par Manufacturing Co., Robert A. 
Bartley, sales manager, and Harry A. 
Ellis, president of Philadelphia Dis- 
tributors, Inc. 


7 
Parr Electric Moves 
Newark Branch 

On April 4, the Newark branch of 
the Parr Electric Co., New York 
City, was moved from 28 Treat PI. 
to 40-44 Austin St. The new loca- 
tion on the Express Highway in- 
creases the floor space of the branch 
four times. 


Vv 
Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for March, 1931 and 1932. Also 
these figures are shown for the first 
three months last year as compared 
with the first three months of this 
year. 


Garfield-Elliott Modernizes 
Show Rooms 

The Garfield - Elliott Electrical 
Supply Co., Inc., New York City, is 
making extensive alterations at its 
downtown showroom at 147 W. 23rd 
St. An approximate increase of 1200 
outlets will make possible a most 
diversified presentation of lighting 
fixtures. At the uptown store, 68 
E. 116th St., an entire new front will 
be constructed with a new showroom. 

This distributor has always main- 
tained a protection policy for the 
electrical contractor and will continue 
to strictly adhere to that rule, accord- 
ing to A. G. Lichtenstein, president, 
who advises that electrical contrac- 
tors will find it most convenient to 
bring their customers to these show- 
rooms and to actually close their sales 
there. 

Vv 


Braid Electric Holds "Majestic" 
Dealer Conference 

The Braid Electric Co., pioneer 
radio distributor of Nashville and 
Memphis, Tenn., recently took over 
the distribution of “Majestic” radios 
and refrigerators in this territory. 

A sales conference of about 100 
“Majestic” dealers, held at the An- 
drew Jackson Hotel, Nashville, on 
March 31, was attended by E. F. 
Lindgren, Atlanta district represen- 
tative and other members of the 
Grigsby-Grunow organization. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 








MARCH 31, 1932 
NUMBER OF ACCOUNTS REPORTED 
% % 
Increase Increase 
March or 3 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
Rea EE Sins wa ee Sad 313 287 — 8.3% 815 713 —12.5% 
Middle & Southern Atlantic 
EN Ae Sa is eee eae 145 155 + 6.9% 412 369 —10.4% 
COTE IONE: 6. 6. sae. 0505010 95 145 +52.6% 286 374 +30.7 % 
EN Se eee nee pee 675 628 — 7. % 1952 1608 —17.6% 
TAD AG pies SedRe ee 1228 1215 —1.% 3465 3064 —11.6% 
TOTAL AMOUNTS REPORTED 
% % 
Increase Increase 
March or 3 Months or 
Division 1931 1932 Decrease 1931 1932. Decrease 
NCW WOT 54 kaewe $ 40,230 $29,632 —26.3% $115,908 $ 70,008 —39.6% 
Middle and Southern 
Atlantic States .... 23,560 9,211 —60.9% 56,873 34,212 —39.8% 
New England ....... 7,884 11,504 +45.9% 26,395 31,592 +19.6% 
GSertral. s...nhaacaws 64,225 43,272 —32.6% 184,275 129,004 —30. % 
i Ss One Ae $135,899 $93,619 —31.1% $383,451 $264,816 —30.9% 
AVERAGE AMOUNTS 
1931 1932 1931 1932 
Nie IR. ks ot on a. « wee ce terse $128 $103 $429 $316 
Middle-and Southern Atlantic States........ 162 59 411 295 
New CRISES. nnn. 5a Suse hen eke euaebases 83 79 251 250 
eT aE Snr how oREC RE eeisals se Serene noe 95 69 282 244 
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New York Distributor Features ''Vision- 


ola": Lee Winterson, left, and S. A. 
Sader of the Bushwick-McPhiliben 
Corp., New York City, enjoy a comedy 
sketch on the new Sparton combination 
phonograph, radio and home _ talkie 
which is being featured by their firm. 








Successful Dealer Meeting Held | 
by Frank H. Johnson 
On April 1, Frank H. Johnson, dis- | 
tributor of Westinghouse refriger- 
ators in the Chicago area, held a | 
dealer-salesman meeting at the Edge- | 
water Beach Hotel, Chicago. This 
meeting was attended by all dealers | 
in the territory, and also by the Frank 
H. Johnson organization of salesmen | 
covering Chicago. | 
Luncheon was held in the Marine | 
Dining Room. This was reported to | 


be one of the most interesting and | gems 


colorful refrigeration sales meetings | 
ever held in Chicago. 


v 


New Copeland Distributor 

in Los Angeles | 
Copeland-Schlageter Co. has been | 
organized, with G. O. Schlageter as 
president, to distribute Copeland re- 
frigerators in southern California 
and Arizona. Headquarters have been 


established in the Overland Terminal | -@4 


Bldg., 1807 E. Ninth St., Los An- | 


geles. J. M. Tenney is general sales | x 


manager, and the parts and service | 

department is under the direction of 

Larry Robertson. | 
Vv 


Schaefer Corporation 
Holds Spring Meeting 

The spring refrigeration meeting | 
of the E. H. Schaefer Corp., Mil- 
waukee distributors of General Elec- 
tric refrigeration, was held March 11 
t the Schroeder Hotel. 

On the following date another 
meeting was held at the Schroeder 
‘lotel, in conjunction with the Edi- 
son General Electric Appliance Co., | 
icaturing the “Hotpoint” range. 

































RLM 
Standard 
Dome 
Reflector 








Quad Reflectors, Open Type Flood 
Lights and new Bracket-Lites provide 
you with a line complete in its range, 
economical in its price and adaptable to 
all illuminating purposes. 


Electrical Wholesalers have enthusias- 
tically accepted the latest Quad achieve- 
ment—the new Q-D Bracket-Lite for 
area lighting, small sign work and a 
multitude of other uses. One-piece 
aluminum casting replaces assembly of 
flange, stem and socket fittings. All 
styles of Q-D reflectors and globe hold- 
ers are quickly interchangeable. 


Write today for descriptive folder 
on Bracket-Lite or complete catalog 


Quadrangle Manufacturing Company 
26 So. Peoria Street, Chicago, Ill. 
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D. G. Pilkington Leaves 
"Electrical Wholesaling" 


After more than 12 years with 
ELECTRICAL WHOLESALING D. G. 
Pilkington severed his connection 
with this publication on May 1. 
As the first employee of the Elec- 
trical Trade Publishing Co., publish- 
ers of ELEecTRICAL WHOLESALING, 
he has been well and _ favorably 
known as “Pilk” to a legion of 
friends among electrical manufac- 
turers and wholesalers. 





D. G. Pilkington 


Beginning as associate editor of 
THE JoBBER’s SALESMAN, under 
which name ELecrricAL WHOLE- 
SALING was established in 1920, Pilk 
held nearly every position there was 
to hold, finally becoming general 
manager in 1930. Previous to re- 
turning to Chicago as general man- 
ager, Pilkington spent eight years in 
New York as eastern manager of the 
company, prior to which he was in 
Cleveland for a year as central dis- 
trict manager. 


Probably few men can claim as 
wide an acquaintance among manu- 
facturers and wholesalers alike as 


“Pilk.” Through his many years’ 
‘association with ELECTRICAL WHOLE- 
ING, during which time he covered 
40 of the 48 states in the company’s 
interests, Pilkington acquired a rare 
knowledge of electrical wholesaling 
and the functioning of the electrical 
industry in all its many branches 
and phases. 

According to his own statement, 
Pilkington has always had as his ulti- 
mate objective the acquisition of a 
knowledge of electrical commodities, 
personnel and conditions that would 
some day render his services of un- 
usual value to the manufacturing 
field. Hence in leaving the Electrical 
Trade Publishing Co. with a 12-year 
record as its leading salesman, it is 
“Pilk’s” intention to transfer his 
valuable background to the manu- 
facturing field where he can better 
apply his wealth of experience and 
knowledge of electrical distribution 
in its many ramifications. 


Vv 
Dave Tuck Heads New 
Holophane Department 
A new department, under the di- 
rection of Dave Tuck, has been an- 
nounced by Holophane Co., Inc., 
New York City, to extend coopera- 
tion to lighting service bureaus of 
central stations. Its activities will in- 
clude the working out of new ways 
to increase lighting load, the design 
of new equipment to meet specific 
requirements, and the release of new 
engineering data together with in- 
formation on new applications of 
Holophane equipment. 


v 
Curtis Lighting Transfers 
E. C. Bossler 


E. C. Bossler, resident engineer for 
Curtis Lighting, Inc., in Seattle, with 
offices in the Terminal Sales Bldg., 
has been transferred to New Orleans, 
according to an announcement from 
this company’s headquarters in Chi- 


cago. 





H. E. Blood Elected 
Vice-President of Borg-Warner 


Howard E. Blood was recently 
elected first vice-president of Borg- 
Warner Corp. Mr. Blood is presi- 
dent and general manager of Norge 
Corp., Detroit, the refrigeration divi- 
sion of Borg-Warner. This appoint- 
ment is looked upon as recognition of 
his outstanding success in 1931 dur- 
ing which Norge sales showed the 
greatest increase in the industry. 

Mr. Blood is also president of the 
Detroit Gear and Machine Co., an- 
other Borg-Warner subsidiary, and 
one of the largest manufacturers of 
transmissions and free wheeling. He 
has rapidly attained national recogni- 
tion as a successful merchandiser, 
being one of the new order of execu- 
tives possessing both sales and engi- 
neering abilities. 

v 


Kelvinator Enters Oil Burner Field 

The Kelvinator Corp. has an- 
nounced its purchase of the Maise 
Corp., manufacturers of the “Right- 
way” oil burner. 

Charles Van Maanen, formerly as- 
sistant sales manager of the Maise 
Corp., has been appointed manager 
of Kelvinator’s oil burner sales. 


Vv 


Jefferson Electric Now Housed in 
New Plant 


The removal of plants one, two and 
three of the Jefferson Electric Co., 
has been completed and manufactur- 
ing of fuses, outlet and switch boxes, 
transformers and ignition coils is now 
under one roof in the new large plant 
located in Bellwood, a suburb just 
west of Chicago. 

The new plant which was started 
last year has been laid out to provide 
the most efficient productive facilities 
and is served by four railroads. The 
engineering and drafting depart- 
ments, as well as the executive offices 
are centralized in the new plant. 
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Automatic Washer Company 

Announces New Distributors 

Several new distributor appoint- 
ments have recently been announced 
by the Automatic Washer Co., New- 
ton, Ia. These include Hamburg 
Brothers, also “Majestic” distribu- 
tors, Pittsburgh and Wheeling, W. 
Va., the Bigelow and Dowse Co., 
hardware wholesalers, Springfield, 
Mass., the Olmstead Co., hardware 
wholesalers of Syracuse, N. Y., 
Young Brothers, Erie, Pa., the 
Brandt Electric Co., St. Louis, Mo., 
and the Associated Electric Co., Los 
Angeles. 


v 
New Distributors of Standard 
Ranges 

The Standard Electric Stove Co., 
Toledo, O., has recently appointed the 
following distributors: H. R. Cur- 
tiss and Co., San Francisco; Amer- 
ican Motor Equipment Co., Boston, 
and Benton-Bailey Co., Richmond, 
Va. 

Vv 
More Distributors Appointed by 
Electromaster 

Only recently the following dis- 
tributors have taken on the “Electro- 
chef” line of ranges, according to 
Gerald Hulett, sales promotion man- 
ager, Electromaster, Inc., Detroit. 
Strong Carlisle and Hammond, 
Cleveland and Columbus; Reinhard 








Sells Two and a Half Miles of Lighting: 


Ivan Kirlin, the Detroit representative 
of Curtis Lighting, Inc., was caught by 
the camera trudging wearily through 
the ice and snow. When asked why, he 
explained that he had sold the Ford 
Museum, located at Dearborn, Mich., 
and shown in the background, a total 

13,040 ft. of cove lighting equipment 
with 2,608 special 300 watt X-Ray re- 
flectors and he wanted to get a better 
idea of just how much two and one-half 
miles was. 


Bros., Minneapolis, Aberdeen and 
Minot; Capital City Paper Co., 
Springfield, Ill.; University Electric 
Co., Dallas; H. M. Tower Corp., 
New Haven, Springfield, Mass., and 
Boston; Western Supply Co., Salt 
Lake City; John Van Benschoten, 
Inc., Poughkeepsie, N. Y., and Fer- 
nand Pincoffs Co., Los Angeles. 
Vv 


Franklin Radio Corporation 
Now Reorganized 

The reorganized Franklin Radio 
Corp. and the assets of the Radio In- 
strument Division of the Van Horne 
Tube Co. of Franklin, O., have just 
been acquired by the Joyce-Cridland 
Co. of Dayton, O., 59-year-old manu- 
facturer of heavy duty jacks, lifts 
and hoists. 

Now located in the plant of its par- 
ent company in Dayton, the company 
is in production on tube checkers and 
set analyzers. Products under de- 
velopment include short wave con- 


verters, receivers, transmitters, and | 
accessories, automobile radio receiv- | 


ers, and a combination a.c. and d.c. 
radio receiver for automobile and 
home use. 

v 


Daly and Finn Establish 
Agency in New York 


John F. Daly and Thomas J. Finn | 
have announced the establishment of | 


a new firm at 108 Chambers St., 
New York City. 


ble, Seward wire, Union Insulating 


Handy Pa 





| 


As manufacturers’ | 
agents they will handle Federal ca- | 


products, Parker porcelain and “Ma- | 


jestic” appliances. 


Trumbull Representatives 
Transferred 


The following transfers have been | 


announced by L. L. Brastow, sales | 


manager, Trumbull Electric Manu- | 
facturing Co., Plainville, Conn.: F-. | 
M. Oglee, formerly Trumbull repre- | 
sentative in Chicago, has been trans- | 
ferred to Philadelphia, taking the | 
place of F. W. Knoeppel who re-| 
signed; D. F. Laird has been trans- | 
ferred from Detroit to Chicago. 


v 

Bryant Promotes McCleary 

W. J. Weaver, general sales man- 
ager, Bryant Electric Co., Bridgeport, 
Conn., has announced the promotion | 
of J. H. McCleary to the position of | 
eastern sales manager. Mr. McCleary 
was formerly connected with this 
company’s Boston office. 


Electrical dealers and contrac- 
tors object to the messy and 
harmful method of keeping 
their 8-ounce friction tape 
loosely in bin or box. Offer 
them ten rolls of No. 8 Panther 
Friction Tape, cellophane 
wrapped and sealed, in a strong 
cardboard carton that they may 
keep on their shelf. One or 
more of the ten rolls may be 
used or sold and the remainder 
are protected and out of sight 
in this neat container. This 
Handy Package is as handy in 


fact as in name. It will help 


you build your tape sales. 
Show it to the next dealer or 
contractor you call on and 
watch his favorable reaction. 


Hazard Insulated Wire Works 


Division of 


The Okonite Company 
Passaic, N. J. 
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New Products 
SUPPLIES and EQUIPMENT 














New A.C. Reversing Contactor 


Of small dimensions, the Class 8711, 
type “K” a.c. reversing contactor is par- 
ticularly adapted to small hoist, dumb 
waiter, window and door control. The 
contactors are mounted on a porcelain 
base, are mechanically interlocked and 
have silver to silver contacts. The max- 
imum rating is 4 h.p., single or three- 
phase. The dimensions are only 6” wide 
by 4” high by %” deep. Write to the 
Square D Co., Industrial Controller Divi- 
sion, 700 S. Third St., Milwaukee, Wis. 


Weatherproof Enamel 
Floodlight 


“Mobilite” is a weatherproof enamel 
floodlight, mounted on a_ free-rolling, 
three-wheeled truck, which is said to 





make possible faster and better work by 
providing good illumination right at the 
heart of the job. For automobile repair- 
ing the “Mobilite”’ can be rolled under 
the car and used to light any part of 
the car being worked on. It facilitates 
the work in unlighted greasing pits, under 
hydraulic lifts and is especially useful in 
changing tires at night. The broad, low- 
swung cast truck will not tip and is 
heavily ribbed for greatest strength and 
rigidity. The quiet, easy-rolling, insulat- 
ing fibre rollers eliminate the possibility 
of sparks when rolled over any surface. 
“Mobilite” rolls freely in any direction 
because of the simple, three-wheel de- 
sign, pivoted at the rear. The handle cast 
integral with truck makes it convenient 





to carry “Mobilite” about. “Mobilite” is 
built with minimum clearance so as to 
roll under cars, trucks and busses. Write 
to the Benjamin Electric Mfg. Co., Dept. 
W, Desplaines, III. 


Night Light Has Variety of 
Uses 


This night light, No. 72 “Glo-Ray, 
Jr.” is designed for use in_ hospital 
rooms, wards, corridors, also in corridors 
of hotels and public buildings and in 
bed rooms or nurseries of homes. This 
unit can be installed in a partition only 
3” deep and wiring can be brought in 
and out in any way required by the con- 
ditions on the job. While it will gener- 
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ally be installed with the wiring com- 
partment down, it is arranged with a 
two-piece cover that has a universal win- 
dow plate that insures satisfactory light- 
ing in any position. The cover is zinc 
plated, ready to be painted the same color 
as the walls. Write to Curtis Lighting, 
Inc., 1119 W. Jackson Blvd., Chicago. 


A New Development In 

Display Case Lighting 
“TD-tach-O” lighting unit can be quickly 
and completely removed for renewing 
lamp or cleaning reflector without dis- 
turbing any part of the installation. There 
is a “D-tach-O” duct which accommodates 
either an intermediate or standard base 
“T)-tach-O” lighting unit. These decidedly 
cooler units are designed so as to pro- 








duce more and better distribution of the 
light properly retained within the case. 
They employ an entirely new, unique 
method of installation that is neat, rigid 
and economical. Write to the Wads- 
worth Electric Mfg. Co., Dept. R, Cov- 
ington, Ky. 


Illuminated House Number 


Serving both as an illuminated house 
number and bell button, either of which 
are visible at a 100 ft. distance, this com- 





bination unit is simply installed by re- 
moving the present bell button and at- 
taching the wires to the wires of the 
“HomE-Find-R.” It may be installed in 
either a vertical or horizontal position 
and can be easily counter-sunk flush with 
the door frame or sill. Available in three 
finishes: antique bronze, old brass and 
Swedish iron. Full size dimensions are 
12” long, 3” wide and 1” deep. Intended 
retail price is $4.95. Write to the HomE- 
Electrical Specialties Corp., 4301 Pros- 
pect Ave., Cleveland, O. 


Rheostat-Switch for Fan Type 
Automobile Heaters 


Catalog No. 8093 a new rheostat- 
switch for starting, stopping and vary- 
ing the speed of automobile heater fans 
can be used with any fan type automo- 
bile heater now on the market. In addi- 
tion to the usual “on” and “off” switch, 
the rheostat feature gives a graduated 
speed reduction for obtaining just the 
correct fan speed for driving comfort. 
The contact mechanism and resistor are 
mounted on a shatter-proof Thermoplax 
base and are totally enclosed and ven- 
tilated. This rheostat-switch has the 
one hole mounting feature with a % in. 
long mounting bushing and the neces- 
sary lock nuts for attaching to the dash 
board or heater. The rotary operated 
bakelite knob with pointer and indicat- 
ing plate shows the operating position— 
clockwise rotation decreases the fan 
speed. The extreme counter-clockwise 
position is “off” or “open circuit”. A 


definite effort is necessary to switch to 
the “off” position, a notch indicating to 
the touch when this point is approached. 
Write to Cutler-Hammer, Inc., 261 N. 
Milwaukee, Wis. 


12th St., 
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Seo pene 





Take Your 
PROFIT 


On This 


MILFLEX 


Westinghouse Announces New 
Line of Washing Machines 


Three new models of electric 
washing machines have been an- 
nounced by the Westinghouse Elec- 
tric and Manufacturing Co. 

These models are all of the spin- 
ner type and include two wringer 





SIMPLEX 


“A twist of the wrist’ 


TRADE MARK REG'D 





type machines, one of which is Important 
equipped with a water discharge 
DU PL € x pump. The third model is equipped Announcement 


PATENTED USA. 


Electricians 
Special 
Hack Saw Blade 


Ay \LFLEX 
DUPLEX 






with a centrifugal dryer and also is 
provided with a discharge pump. 


vV 
F. A. D. Andrea Consolidates 


Sales and Manufacturing 
F,. A. D. Andrea, Inc., has an- 








nounced that it has acquired all of 
the business and assets of Andrea 
| Manufacturing Co. and all of the | 
capital stock, not previously owned, | 
of Fada Radio Ltd., Toronto, Can- | 
ada, and has changed its name to the 
Fada Radio and Electric Corp. 

For the past eight years Andrea 
Manufacturing Co. has operated as | 
| purely a manufacturing organization | 
producing products for sale by F. | 
| A. D. Andrea, Inc. 
Henceforth both the manufactur- 


Teeth Regular ing and marketing organizations will | 
a re ent Greate operate as a single unit under the 
smoothly the cut 


THESE 7 FEATURES 
OPEN THE WAY 


[. Quickly accepted by electri- 
cal contractors. 


2. Great improvement over 
ordinary blade. 


new name, manufacturing and sell- | 
ing Fada radio and other electrical 
products. 

This change will in no way af- 
fect the present general policies, con- 
trol or personnel, and business will | 
continue at the same address — 24 | 
Orchard St., Long Island City, N.Y. | 








} 








SIMPLEX 


America’s Foremost 
Porcelain Connector 
is now made in U.S.A. 


Manufactured under U. S. 
A. Patents 1700985 and 
1513656; approved by Fire 
Underwriters No. E. 5736. 








New Low Prices 


For Both Sizes 








Only Two Sizes 
Use Them Both 





; | N l 
Bq No extra cost. | Lionel Displays 1932 Line | S MR D or oe 
4. Small stock gives quick | at Chicago Toy Fair | <=> it i 


turnover. 


| The Lionel Corp., New York City, | 
held its first showing of the complete 





- i Normal 
<b. Good profit for the jobber. 1932 line of Lionel electric trains and | : 
G. Advertised monthly in Elec- railroad accessories at the Chicago | Medium av; 
* trical Contracting. Toy Fair. Several new developments | EDIY 
ee ey en E had been promised by Arthur | for fixture s 
7. Sells with other supplies | Raphael, general sales manager, who installations 


your customer buys. 


It’s the Blade with the 
SELF-STARTING TEETH 





also announced that a number of new | 
distributors had recently been ap- 
pointed. 

The Lionel exhibit was in charge | 
of Albert C. Bissell, assistant sales | 
manager, who handles the middle- | 








Medium 


Weiss & Biheller, Inc. 


Manufactured by 584 Broadway, New York, N.Y. 
west territory for the company. In- | 
The —- ip cidentally, Jarvis P. Smith of the || Importers “Rock Brand” Illuminat- 
birding Lionel sales force, is the organizer ing Glassware, Crystal Parts 


New Haven, Conn. 








of the Toy Knights of America, the | 
only traveling men’s organization in | 
| the toy industry. | 





and Fixtures 
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Semi-Indirect Reflector Unit for possibility of the fine wires being broken 
a 


Commercial Service 
The “W-3 What-a-Lite” is of the 


socket suspension type, requiring no wir- 





ing or installation, as the unit screws into 
any already available ceiling receptacle 
or suspended socket. It is designed pri- 
marily for, and gives its best service with 
the 200-watt lamp, though smaller sized 
lamps may be used with adapters as in 
similar units of this type. This unit is 
14” in diameter, attractively modern in 
contour, finished in matt aluminum, with 
a 6” translucent disc in the bottom to 
provide the desired amount of direct 
illumination. Intended retail price is $2.90. 
Write to the F. W. Wakefield Brass Co., 
Vermilion, O. 


Bell Ringing Transformers 


Of these three types of bell ringing 
transformers, two are rated six to eight 
volts, with a capacity of 18 watts. Num- 





ber 1500, the standard type, has the con- 
ventional four slotted screw base mount- 
ing and No. 1503 is the same transformer 
mounted on a 4” galvanized outlet box 
cover, making it possible to use this 
transformer on a_ shallow outlet box. 
Number 1501, 12 to 14 volts, has a capac- 
ity of 25 watts. These transformers are 
designed for long distance runs and are 
mounted on either the conventional four 
screw slotted base mounting or on 4” 
galvanized covers. The flexible coil lead 
wire is soldered to the ends of the fine 
primary winding at the time of winding 
and is brought out through the ends of 
the coil and fastened to the soldering lug 
holding the heavy No. 14 rubber covered 
wires. This construction eliminates the 


s the flexible lead wire will withstand 
shipping vibrations and handling. Write 
to the Franklin Transformer Mfg. Co., 
Division D, 607 22nd Ave., N. E., Min- 
neapolis, Minn. 


New Indirect Lighting Fixture 


“Louverlux”, an indirect lighting fix- 
ture of semi-modernistic design, em- 
bodies a ‘“‘Lunalux” globe for reflecting 
and diffusing the light and a series of 





wed 
louvers to direct the remaining light 
toward the ceiling. The new design 


hanger is furnished with either chain or 
tubing and lengths appropriate for any 
mounting height can be supplied. The 
keeper-ring method of supporting the 
globe makes a totally-enclosed dust- 
proof and bug-proof globe, avoids the 
use of unsightly set screws, and elimi- 
nates globe breakage due to unequal ex- 
pansion and contraction. The louvers are 
a separate unit and can be attached or 
detached at will without removing the 
globe or interfering with the hanger 
in any way. Write to the Westinghouse 
Electric and Mfg. Co., Room 2-N, East 
Pittsburgh, Pa. 


Magnetic Contactor of Small 
Ampere Capacity 


Two new sizes of Class 8511, desig- 
nated types “H” and “K” magnetic con- 
tactors, rating from three to 15 amperes 
for non-inductive load or the fractional 








horsepower rating for 110 V. single 
phase motors have been announced. All 
desirable structural features of larger 
contactors are embodied in the design; 
laminated magnet frames; floating ar- 
matures to insure quiet operation; silver 
to silver contacts; porcelain bases; ap- 
proved temperature and_ insulation 
standards; voltages up to 220 V. for 
type “H” and 440 V. for type “K”. These 
contactors are built in a variety of com- 
binations; single and double pole, single 
and double throw, circuit opening and 
closing; two or three wire control, and 
three wire thermostat control. Applica- 
tions include: temperature regulators. 
oil burners, stokers, electric ranges, 
clocks, signal and lighting systems and 
small motors. Write to the Square D 
Co., Industrial Controller Division, 700 
S. Third St., Milwaukee, Wis. 


Attachment Plug Cap 


The new “Caplox” attachment plug cap 
does not require any screws or tools 
whatsoever to wire it up. The wire is 
simply placed between the jaws of the 
prong and two. bakelite pieces are 
screwed together firmly. The bottom of 
the cap is entirely closed up, eliminating 
the possibility of short-circuiting or 
grounding. Model 494 can be furnished 





in black, brown, ivory, red, green and 
blue, all in solid pastel shades. Write to 
the C. D. Wood Electric Co., “Cedar- 
— Dept., 565 Broadway, New York 
Aty. 
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Electro-Kold Purchased by 
E. S. Matthews 

The assets of the Electro-Kold 
Corp., whose headquarters, both 
office and factory are in Spokane, 
Wash., were purchased at assignee’s 
sale on March 25 by E. S. Matthews, 
Inc. The business will be actively 
continued by that company, and most 
of the manufacturing personnel of 
the former company has been re- 
employed. The manufacturing build- 
ing at 151 South Post St., Spokane, 
has been retained by the Matthews 
company, and new models are now 
in the process of development. The 
factory branch office at 2214 Fourth 
Ave., Seattle, is being retained. Dis- 
tribution throughout the rest of the 
Pacific Coast will be handled through 
distributors and dealers. 

The officers of E. S. Matthews, 
Inc., are: president, E. S. Matthews; 
vice - president -treasurer, D. W. 
Mather ; plant superintendent, Harry 
Gale; secretary, I. M. Brown. A. A. 
Wilson is sales manager. 


v 


Former Polymet Officials 

Organize Radio Parts Company 

The Solar Manufacturing Corp., 
599 Broadway, New York City, has 
been organized by Otto Paschkes, 
former president, and Paul Hetenyi, 
until recently executive vice-president 
and chief engineer of the Polymet 
Manufacturing Co. The new firm will 
manufacture wet and dry electrolytic 
condensers and molded mica con- 
densers. Other products will be added 
as engineering developments are com- 
pleted. Sales are being handled by 
W. C. Harter, former sales manager 
of Polymet. 

v 


Livingstone to Handle Robbins 
and Myers Hoists 

Robbins and Myers, Inc., Spring- 
field, O., has announced that the 
John E. Livingstone Co., 2-246 Gen- 
eral Motors Bldg., Detroit, Mich., 
has been appointed sales agent for its 
Hoist and Crane Division in the De- 


troit territory. 
Vv 


Pittsburgh Reflector Moves 
Executive Offices 
On May 1 the executive offices of 
the Pittsburgh Reflector Co. were 
moved from 304 Ross Street, to the 
Oliver Bldg., Pittsburgh, Pa. 





UNIFORM METAL 


There is no secret to the smooth, easy cutting and threading of 
Fretz-Moon Conduit. It is made to cut and thread better than 
ordinary conduit. The steel is a special grade. The advanced 
process of manufacture is exclusive. The result is an easier- 
cutting conduit of high uniformity with absolute freedom from 
“burnt spots” and other defects which might cause instal- 
lation trouble. Fretz-Moon Conduit saves time—also money. 


FRETZ-MOON TUBE COMPANY, INC. ¢ BUTLER, PENNA. 


TRETZ-MOON 





lel CONDUIT 








Did We Say 
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4 PROFITS? | 
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Yes, We Said 


i 
PROFITS! | 





Yes, SIR! The “HomE-Find-R” can be sold RIGHT NOW! Retails at i 
$4.95 ready to install! 
See that Demonstration Board up there? It’s finished in Black and Gold i 
—a beauty! Size? 18”’x24”. Finishes? Old Brass, Antique Bronze and 
Swedish Iron. Wired with transformer and bell, ready to plug into socket. 
The HomE-Find-R was designed by lighting engineers and must not be } 
confused with cheap tin contraptions as the HomE-Find-R is made of 
everlasting non-ferrous metal—Waterproof—Weather proof and will not 
stain brick or wood work. Very compact, 12” long, 3” wide, 1” deep. i 
Come on, Mr. Electrical Wholesaler! Put *“tHomE-Find-Rs” to work 
making profits. There’s a 100% fair-deal policy to back you. All dealer 
inquiries referred promptly to you. 

SEND FOR COMPLETE INFORMATION—NOW! f 


HOME-ELECTRICAL SPECIALTIES CORP., 


{ 4301 Prospect Avenue, Cleveland, Ohio 


Gentlemen 
Please send me complete details of the “HomE-Find-R” sales proposition for 
Electrical Wholesalers. 
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Three New Ironers 


These three new full-automatic electric 
ironers are finished in an attractive ivory 





color and are offered in attachment, port- 
able and table models. Features of the 
table model “40”, illustrated, are: special 
knee control conveniently located, oper- 
ates with slightest 
touch of operator’s 
knee ; drop-leaf ex- 
tension table; dis- 
appearing clothes 
rack hangers; large 
“Free - Wheeling” 
casters; table top 
made of 16 gauge 


formed steel; legs, TN 


14 gauge steel, of 
attractive design; 
caster sockets 
rolled in legs; two 
in. rubber casters. 
Model “38” attach- 
ment ironer, illustrated, fits all four 
wringer type Automatic washers. Roller 
is wrapped nine times with quilted pad- 
ding and furnished with 42” washable 
cover with draw string. The shoe has a 
1150 watt heating element. Two full- 
automatic finger tip controls are provided, 
also an emergency release and a positive 
heater indicator. Write to the Automatic 
Washer Co., Newton, Ia. 


——_ —_ 


i 
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Clamp Type Bed Lamp 


Number 394 clamp type bed lamp at- 
taches instantly to any bed and the clamps 
are felt lined to prevent scratching. <A 
pull chain socket, 8’ of approved cord 
with plug, and a choice of 6 shaded col- 
ors are added features. The lacquer fin- 
ish will not collect dust while in use. 
Intended retail price is $3.00. Write to 
the Eagle Electric Mfg. Co., Dept. “AE”, 
59 Hall St., Brooklyn, N. Y. 





Low Priced Sunlamps 


Retailing at $17.50 and $19.50 these new 
sunlamps with mercury vapor bulbs are 


noiseless and easy to operate. Number 
139 floor model, illustrated, is finished in 
ebony enamel and chrome. The reflector 
is 11” in diameter while the height over- 
all is 67”. The weight of fixture and 
bulb only is 17 lbs. Uses a special sun- 
light bulb, type 140, which has a container 
for the necessary pool of mercury locat- 
ed in its stem and which does not re- 
quire a metal cap. The rating of the 
floor model is 100 watts. It can only be 
used with 110-120 volts, 60 or 50 cycle 
current. Write to the Samson-United 
Corp., Rochester, N. Y. 


Combination Mixer, Beater and 
Juice Extractor 


Easily convertible into a juice extrac- 
tor in less than a minute, this combina- 
tion unit incorporates these features: 
hinge on supporting bracket permits 
beaters to swing out of the way and bat- 






MIXER= 
BEATER= 
JUICER 






ter to fall back into pan; beaters may 
be lifted from stand and used in any pan 
on the stove or elsewhere; removable 
chromium beaters and drink mixer easily 
attached and detached by _ spring-lock 
which securely locks them in position; 
rotary tray on which mixing bowl rests 
is revolved by the beating action on the 
batter; non-breakable porcelain bowls; 
three-speed, ventilated motor. The cord 
is securely anchored and protected by coil 
spring which prevents kinking and strain 
at motor connection. Write to Landers, 
Frary and Clark, New Britain, Conn. 


Electric Fan with Oilless Bearings 


Model 530 of the “ArcticAire” line has 
a sturdy, power-plus motor, a heavy pleas- 





ingly designed base and an artistic blade 
guard. It is available in a variety of 
color combinations. The motor shaft is 
mounted on full floating ‘“Mahanite” 
bearings which require no oiling. Their 
smoothness improves with use, it is 
claimed. This model is an 8” non-oscil- 
lating type, with an induction type motor 
designed for use on 110 volt 60 cycle 
alternating current. Write to the F. A. 
Smith Mfg. Co., Inc., 189 N. Water St., 
Rochester, N. Y. 





Battery Tester and Dispenser 


This device stocks, displays, tests and 
dispenses flashlight batteries, yet requires 
only a minimum of counter space. It 
takes only 5% x 3”, is 12” high and holds 
36 No. 2 cells. Its metal sides are insu- 
lated to prevent the possibility of short- 
circuiting. The tester is placed in front, 
and the customer is urged to test the bat- 
teries himself. Write to the French Bat- 
tery Co., General Sales Office, 20 \. 
Wacker Dr., Chicago, III. 
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DEALERS ARE 
ORDERING 






1 & 2 Speeds 


Quiet 
Operation 


Good Profit Per Fan 
Big Volume Sales 


Complete Line. 5 Models Including 
Exhaust Fan. Price Range $47.50 
to $68.50 


No sales slump on this fan! It fits 
today’s need of better ventilation 
at low cost. Nets dealers more 
money—a big seller. 1931 greatest 
year. A proven producer. Dealers 
are ordering everywhere. Big dis- 
count. Write for proposition. 
Sold Thru Jobbers. If 


your jobber can’t supply 
you, write us. 


DALLAS ENGINEERING 


CORPORATION 
1118 Hall St. - Dallas, Texas 











Don’t Miss 
the 
June 


“Convention” 
Number 


of 
ELECTRICAL 


WHOLESALING 

















Diamond to Manufacture 
Electric Chimes 


The Diamond Electric Manufac- | 
turing Co., Ltd., Los Angeles, an 
affiliate of the Square D Co., has an- 
nounced that it has completed ar- 
rangements to manufacture, distrib- 
ute and market a complete line of 
home and office chimes to be sold 
under the trade name of Diamond E 
electric chimes. 

Vv 


Men Available 
Wants Opportunity to Produce:Expe- 


rienced in handling and training sales- 
men, developing territories and analyz- 
ing markets. Fifteen years actual sales 
experience including six years as field 
manager of prominent manufacturer. 
Familiar with electrical, hardware, de- 
partment stores and automotive trade 
in middle west. Address Box 53, Exec- 
TRICAL WHOLESALING, 520 N. Michigan 
Ave., Chicago. 


Positions Open 


Experienced Salesman: Wanted by 
manufacturer of electrical fittings and 
similar products in Ohio and Indiana 
territory. Give complete details con- 
cerning yourself and your experience in 
replying. Address Box 51, ELectricaL 
WHOLESALING, 520 N. Michigan Ave., 
Chicago. 


Sales Representative: For the following 
Rocky Mountain states: Montana, Wy- 
oming, Colorado, New Mexico. Also 
representative for the following south- 
ern states: Louisiana, Mississippi, Ala- 
bama, Georgia, Florida, Tennessee, 
North and South Carolina. We have 
a complete line of nationally known 
electrical household appliances. In an- 
swer give complete details, past selling 


experience and companies connected 
with. Address Box 52, ELEcTRICAL 
WHOLESALING, 520 N. Michigan Ave., 
Chicago. 


Factory Representatives Wanted: 
By nationally known manufacturer of 
incandescent lamps to cover parts of 
territory including states of Maryland, 
Virginia, West Virginia, North Caro- 
lina, South Carolina, Florida, Georgia, 
Alabama, Mississippi, Tennessee, 
Texas, Arkansas, Louisiana and Okla- 
homa. These states will be apportioned 


| to selected men on éxclusive arrange- 


ments. We want only experienced lamp 
men who have active following among 
the wholesale electrical, hardware, 
drug, grocery and paper trade. Please 
give full particulars in your first letter. 





Address Box 54, Electrical Wholesaling, 
520 Michigan Ave., Chicago. | 


}an opening 
'enough for all wire 
| combinations 
|}monly needed only 


v 


New Publications 


EFFECTIVE CoLLECTION LETTERS USED BY 
MANUFACTURERS AND WHOLESALERS: 13 
pp. Policyholders Service Bureau, Metro- 
politan Life Insurance Co., One Madison 
Ave., New York City. Copies available 
on request. A symposium of actual col- | 
lection letters which have proved unusu- | 
ally effective in actual use. | 


t= oom 
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No. 562 


Outdoor Floodlights 


Gigantic reflectors and other types of 
Kliegl outdoor floodlights are partic- 
ulary profitable items for Electrical 
Jobbers. They need not be stocked— 
shipments are made direct, and the 
Jobber is fully protected in the mat- 
ter of price. We also offer a com- 
plete line of theatrical lighting spe- 
cialties, including: 


Stage Pockets 
Wall Pockets 
Panel Pockets 
Plugging Boxes 
Footlights 
Borderlights 
Connectors 
Gon Spotlights 
Floodlights 
Aisle Lights 
Music Stands 
Color Mediums 
Stage Cable 
Sundry Supplies 


Catalog “A”, and trade 
discount schedule—for- 
warded on request. 


KLIEGL BROS 


Universan Evectric STAGE LIGHTING CO., Inc. 


32! West 50th Srreet 
NEW YORK.N.Y. 





nth} +- 


SHERMAN 
BAKELITE 
FIXTURE 
CONNECTOR 


Approved 


The Sherman Bakelite 
Connector being made en- 
tirely of the highest qual- 
ity bakelite provides the 
ideal method of connecting 
small wires without solder 
or tape. 

The “vee” shaped open- 
ing insures wires be- 
ing held securely and 
the screw wedges 
them in and holds 
them tight. There is 
no possible chance for 
the connector to loos- 
en and the joint is 
always right the first 
time. 

Your contractor cus- 
tomers will find this 
connector just fits 
their needs. Having 
large 
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No. 1654660 


com- 


one size of connectors 
is required. No care- 
ful preparation of 
wires is necessary, 
thereby cutting down 
installation cost. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Michigan 





Phantom—Show- 
ing Construction 
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Small Pocket Flashlight 


A compact, vest pocket or purse size 


flashlight, measuring only 2” x24”, the 
“Airalite’ has the candle power and 
switch equipment of a much larger flash- 
light. It may be hung on a hook or stood 
on its own base. The “Airalite” is fin- 
ished in polished nickel with enamel in- 
lay. Priced to retail for $1.00, including 
batteries and bulb. Write to the Chase 
Brass and Copper Co., Specialty Sales 
Dept., 200 Fifth Ave., New York City. 


Two New Portable Lights 


The new model “Wallite” provides a 
convenient means of installing a practical 
and economical light in dark places not 
reached by light lines. Each light is 
equipped with a sure acting pull chain 
switch which will operate from any direc- 
tion. A pair of screws to secure the 
light in place is packed with each unit. 
It is made in two finishes—old ivory and 
black morocco, both finishes having But- 
ler nickel trimmings. Suggested retail 
price $1.75, including lamp and batteries. 





Fitting conveniently in a vest pocket or 
a woman’s purse this “Eveready” pocket 
light has an ingenious method of light- 
ing. Pressing a button in the front of 
the case automatically raises the lens, 
which covers the full top of the case and 
is made of a new translucent material— 
practically unbreakable. At the touch of 
the button, the lens pops up, diffusing 
rays of light in all directions. To shut 
off the light, the lens is simply pushed 
down into its original position. Buffed 


French enamels in red and black add a 
touch of modern color design to the front 
and back, while tiny grooves at both sides 





insure an easy grip. The whole case has 
a smart nickel finish. Suggested retail 


price, complete with battery, $1.00. Write 
to the National Carbon Co., New York 
City. 


Illuminated-Dial Electric Alarm 


The 3” dial of the “Firefly” model is 
made of a translucent cellulose material. 
Behind and below this is placed a small 





2% volt lamp whose light is diffused by 
reflection into an even glow over the en- 
tire clock face which gives maximum 
visibility to the clock in a darkened room 
but does not light up the room. A switch 
permits turning off the lamp in daylight 
hours. The alarm mechanism is electri- 
cally operated and requires no winding. 
It is of the buzzer type, toned to arouse 
the sleeper without shattering his nerves. 
The molded case is of modern design 
with ebony finish. The curved glass face 
is surrounded by a chromium plated bezel. 
Numerals are a boldfaced Arabic. Hour 
and minute hands are finished in black 
and the sweep-second hand in gilt. Write 
to the Hammond Clock Co., 2919 N. 
Western Ave., Chicago, III. 


Ratchet Wrench for Electric 
Refrigerators 


A new ratchet wrench, the “T28A”, is 
especially useful for adjusting reducing 





valves on electric refrigerators. It has a 
4%” square opening and is furnished 
without lug. The length overall is 614”. 
It is made of chrome-vanadium steel and 
is guaranteed not to break. Net Price, 
$1.85. Write to the Bonney Forge and 
= Works, Tilghman St., Allentown, 
2. 


"Roll-A-Way" Appliance Cord 


Popularly priced, this super-flexible 
heating cord rolls back and forth into a 
spring reel, leaving just the proper 
amount of cord needed. By bringing an 














adjuster disk into operation the “Roll-A- 
Way” can be locked, thus providing an 
extension cord of any length from 5’ to 
10’. Although primarily designed for use 
with electric irons, it can be used with 
any appliance. By replacing the connec- 
tion on one end with a socket, a trouble 
light is available. Also it can be con- 
nected directly to portable tools, dictat- 
ing machines, etc. A continuous piece of 
cord is used so that the length of the cord 
on either side of the reel can be varied. 
The standard arrangement provides 5’ on 
each side. Write to the Trico Fuse Mfg. 
Co., Department A, Milwaukee, Wis. 








New Water Cooler 


Made in both the pressure and bottle 
type, some of these coolers also have the 
added feature of providing storage space 
for beverages and fruit. The motor and 
compressor are enclosed in a hermetically 
sealed shell of steel and lubricated by a 
permanent supply of oil. The mechanism 
is quiet. The Westinghouse _ built-in 
“watchman” is incorporated. Write to 
the Westinghouse Electric and Mfg. 
Co., East Pittsburgh, Pa. 
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U. S. Pat. Nos. 1,635,293 and 1,736,397. In- 
fringements will be vigorously Prosecuted. 
Demonstrate to your 
contractors this saf- 
est and surest way 
of making wire con- 
mections .... -« 


with S R K Wire Connec- 
tors and you'll sell them. 
There is no quicker or 
SAFER way and it’s 100% 
dependable. 


Write us for samples to 
show your contractors how 
to do a real job without 
solder or tape. Und. and 





PRICES 
REDUCED Factory Mutual Labs. ap- 


proval. 


JIFFY WIRF CONNECTOR CO. 


7-9 Bridge St., Hackensack, N. J. 











Sales Managers 


Follow-through with your 
salesmen on Mr. Osborne’s 
Course in Sales Training with 
the aid of his specially prepared 

Sales Manual. 


order from 
ELECTRICAL 
WHOLESALING 


Price, 25 cents per copy 











SUPERIOR 
PORCELAIN 
for 
Better 
Installations 


Nail Special 
gg Porcelain 


Tubes Cleats 





Write for Prices 


SUPERIOR PORCELAIN CO. 
Parkersburg, W. Va. 














Latest Trade Literature 


Itc ELectric VENTILATING Co., 2850 N. 
Crawford Ave. Chicago—A 48-page 
booklet on Ilg self-cooled motor propeller 
fans has recently been issued, plentifully 
illustrated with photographs showing the 
varied uses and installations of these fans. 


JEFFERSON ELectric Co., Bellwood, IIl 
—A new eight-page folder illustrates, 
photographically, the new plant recently 
completed, located at Bellwood. The ex- 
ecutive, engineering and manufacturing 
departments (formerly in three plants) 
are all located in the new building. 


EacLe Evectric Mre. Co., 59 Hall St., 
Brooklyn, N. Y.—The new spring catalog 
features many additional new items not 
shown heretofore, and resale prices have 
been adjusted. The items are grouped in 
sections for quick location. Full descrip- 
tions, packing, weights of standard pack- 
ages and prices accompany each article. 


WESTINGHOUSE ELECTRIC AND Mr. Co., 
East Pittsburgh, Pa—Two eight-page, 
illustrated circulars on the new line of 
“De-ion” circuit breakers are now avail- 
able. Circular 1939 contains a general 
description of the new breakers, breaker 
ratings and their applications. Circular 
1937 gives construction and application 
details of the 225-ampere breaker. 


WacGNer Etecrric Corp., 6400 Ply- 
mouth Ave., St. Louis, Mo.—This com- 
pany has issued loose-leaf bulletin 167 
on polyphase squirrel-cage motors. 


v 


Statement of the Ownership, Management, 
Circulation, Etc., Required by the Act 
of Congress of August 24, 1912, 


of Electrical Wholesaling, published monthly, at Chicago, 
Il., for April 1, 1932. 


State of Mlinois, County of Cook, ss. 


Before me, a notary public in and for the State and 
county aforesaid, personally appeared Howard Ehrlich. 
who, having been duly sworn according to law, deposes 
and says that he is the business manager cf the 
Electrical Wholesaling and that the following 1s, to the 
best of his knowledge and belief, a true statement of 
the ownership, management (and if a daily paper, the 
circulation), etc., of the aforesaid publication for the 
date shown in the above caption, required by the Act 
of Angust 24, 1912, embodied in section 411, Postal 
Laws and Regulations, printed on the reverse of this 
form, to wit: 

1. That the names and addresses of the publisher, 
editor, managing editor, and business managers are: 
Publisher, Electrical Trade Publishing Co., 520 N. 
Michigan Ave., Chicago, Ml.; editor, E. T. Rowland, 
520 N. Michigan Ave., Chicago, lll.; managing editor, 
BE. T. Rowland, 520 N Michigan Ave., Chicago, IIL; 
business manager, Howard Ehrlich, 520 N. Michigan 
Ave., Chicago, IIl. 

2. That the owner is: (If owned by a corporation, its 
name and address must be stated and also immedi- 
ately thereunder the names and addresses of stockholders 
owning or holding one per cent or more of total amount 
of stock. If not owned by a corporation, the names and 
addresses of the individual owners must be given. If 
owned by a firm, company, or other unincorporated con- 
cern, its mame and address, as well as those of each 
individual member, must be given.) Electrical Trade 
Publishing Co., 520 N. Michigan Ave., Chicago, IIl.; 
Howard Ehrlich, 520 N. Michigan Ave., Chicago, Il.; 
Edgar Kobak, Jackson Heights, L. L, N. Y. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent or 
more of total amovnt of bonds, mortgages, or other 
securities are: (If there are none, so state.) None. 

4. That the two paragraphs next above, giving the 
names of the owners, stockholders, and security holders. 
if any, contain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also, in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name 

the person or corporation for whom such trustee is 
acting, is given; also that the said two paragraphs 
contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under 
which stockholders and security holders who do not 
appear upon the books of the company as trustees, hold 
stock and securities in a capacity other than that of 
a bona fide owner; and this affilant has no reason to 
believe that any other person, association, or corporation 
has any interest direct or indirect in the said stock, 
bonds, or other securities than as so stated by him. 

5. That the average number of copies of each issue 
of this publication sold or distributed, through the 
mails or otherwise, to paid subscribers during the six 
months preceding the date shown above is (This infor- 
mation is required from daily publications only.) 

Howard Ehrlich. 

Sworn to and subscribed before me this 22nd day of 

March, 1932. 


(Seal) 


a Hisie E. Stover. 
(My commission expires December 10, 1933.) 
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Be Your 
BUY-WORD 


when ordering 


INSULATED 
STAPLES 


Made exclusively by 
S.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. 


Manufacturers of 
Private Telephones, Annunciators, 
Apartment Mail Boxes, etc. 











These are your 
buyers of Yager’s 
Soldering Salts: 


Electrical contractors, 
industrial plants, fac- 
tories, motor repair 
shops, hardware deal- 
ers, etc.—and they 
have known about 
YAGER'S for over 50 
years. It's the kind 


that always gets the 
REPEAT ORDERS. 


No better brand of- 
fered at any price. 


Write for 
Samples 


YAGER’S 


Alex R. Benson, Inc., Hudson, N. Y. 
Since 1873 


YAGERS 


OLDERIN 


rT 





In standard 
containers also 
25, 50 and 500 

lb. drums 
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Frank Adam 


ELECTRIC COMPANY 


ST. LOUIS 
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Albuquerque, Los Angeles, San Francisco, 
N. M. Calif. Calif. 
wt oe ~~ cn Tenn, Seattle, Wash. i 
altimore, . i | 
Boston, Mass. eapet, Talsa, Okla. 
Buffalo, N. Y. New Osle Toronto, Can. | ns 
Chicago, Ill. Sin ey Vancouver, | 


Cleveland, O. New York 
Dallas, Tex.. Omaha, Nebr, Winnipeg, 
Denver, Colo, Philadelphia, __Man., Can. 
Detroit, Mich. Pa. Calgary, 
Kansas City, Pittsburgh, Pa. Alberta 

Mo, St. Louis, Mo. Montreal, Can. 
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Cincinnati, O. Can. | 
| 
| 
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Sheres a 
BRYANT DEVICE 
jor EVERY PURPOSE 


4 


ROY 
CARLCY 


FOR COMPLETE SATISFACTION...On Type “C’ Circuits 
gz Use the New BRYANT 4961 Line of Flush Tumbler Switches Se 


we, 





Made to conquer Type "'C" lamp loads. 


Electrically Right . . . Mechanically Strong . . . Positive in Action... 
Approved Design throughout . . .They will stand the gaff. 


Tests on real Type 'C" circuits, prove the superiority of this line. 


Here is an opportunity to increase your sales, and meet the need for 
real Type "C" lamp load switches. 


No. 4961 No. 4962 


BRYANT Wg winive ei ces 


ews Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON side CHICAGO cee NEW YORK 98 SAN FRANCISCQ 


140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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Range Campaigns are Progressing 


HE Electric Range situation has changed a great deal within the last few months with new standards for Range 
Installations given serious consideration by the Utility Companies. 













A large number of new switches with wiring sequences designed to meet these new standards have already been 
accepted and others are still pending approval in some sections. 

























Trumbull is fully cognizant of this situation and we are keeping in close touch with all new developments. 
Below are illustrated a few of the most widely accepted range switches indicative of the new wiring sequences. 


It will be well worth while to get in touch with our representative who will be glad to discuss with you the accepted switches 
in your individual territory. 


You will find that the saving in range installations resulting from these new switches will mean increased business for the 
contractor and added load for the Utilities. 





oa arch Seamed 


= tepceapaas itm 





CAT. No. 39822 


—— Sequence : 
Switch—Meter—F use—Load. 
2: Switch—Meter—Test Links—Fuse—Load. 
3 P. (SN) 60 Amp. Fusible Range Switch with either 
Accessible or Sealable Main Fuses. 
Box equipped with shutter end a for standardized 
meter. Refer Cat. Page 80-E. 





CAT. No. 39822-4W 


Wiring Sequence: 

1. Switch—M eter—F uces—Load. 

2. Switch—Meter—Test Links—Fuses—Load. 
3 P. (SN) 60 Amp. Fusible Main and Range Switches. 
Either 2, 4 or 6 branch cutouts. 
Furnished in either Accessible or Sealable Main Fuse 
Types. 
Box equipped with shutter end wall for standardized 
meter. Refer Cat. Page 80-E. 





CAT. No. 19822-4W 
oe Sequence: Meter—Test Block—Switch—F uses— 





3 °. “(SN) 60 Age. —— pee and Range Switches. 
Either 2, 4 or 6 branch outs. 
—e in Raj ‘Aovessble - with openings to yor 
Types. op x provided w openings e 
Test Block furnished by Utility Co. Refer Cat. Page CAT. No. 18822-6W 
oo. Wiring Sequence: Switch—Fuses (Accessible) —Meter— 
Test Links— > 
3 P. (SN) 60 Amp. Fusible, Main and Range Switches. 
Either 2, 4, or 6 branch cutouts. Box equipped with 
shutter end wall for standardized meters. Refer Cat- 
Page 80-A. 





CAT. No. 38722-6W 





Wiring Sequence: Meter—Test Links—Switch—Fuses ‘ ‘ 2900- 

(Accessible) —Load. CAT. We. s 

3 P. (SN) 60 Amp. Fusible, Main and Range Swiches. CAT. No. 2920 oS. am Amp. AB yy By 
6 Grench Cutouts. ree “— y= Bagg Fa wall 2 P. 60 Amp. Fusible Range Switch. Fuses are inac- are Ein AR switch is in ‘‘off’’ position. All 
aaeiee ge Zs — card for cessible until switch is in ‘“‘off’? position. All live live terminals are covered by a shield readily removable 

kg ve es . — are covered by a shield readily removable for for wiring 

When furnished without Test Links use Cat. No. Supplied "either Surface or Flush mounting. Refer 
39722-6W. Refer Cat. Page 80-D. Psat either Surface or Flush mounting. Cat. Page 80-C 


THE TRUMBULL ELECTRIC MANUFACTURING CO. 


PLAINVILLE, sceverumecrmc @ oncanization CONNECTICUT 

















(=e=\ ‘Nis tape 1s the 
mem § isest Salesman 
any house 
can have 


.and is on the job 24 
hours every day and 365 
days in every year 


Sold 


Exclusively 


Through Wholesalers D Y C ) y 
* 


RUBBER COMPANY incorporated 
CANTON, MASS. 


Manufacturers Since 1896 








You Can Stop Worrying 


asout What's a Good Sales Idea 
IF YOU BOOST THIS MODERN FUSE 


N these days of cut throat competition, aren’t NEW products, NEW 
ideas and NEW sales tactics just about the only way you can get the 
jump on your competitors? 


When looking for some way to build your customer’s friendship don’t 
overlook the new BUSS SUPER-LAG Fuse. Here is a fuse that is radi- 
cally different than anything else on the market. It helps prevent needless 
shutdowns— increases operating efficiency —and saves the user time and 
money. 


If Your Customer Says “Yes” to these Questions 
You Can Sell Him 


“Wouldn't you like a fuse that eliminates many needless shut- 
downs by safely carrying many of the harmless and temporary over- 
loads that occur on your electrical circuit ?”’ 

“Wouldn't you like this fuse because it saves you real money by 
preventing machines from stopping and men standing idle?” 

If your customer says ‘‘yes’’ to those questions ask him “‘Why not 
take advantage of the new BUSS SUPER-LAG Fuse —a fuse de- 
signed to keep the plant operating as well as protect the equipment 
—a fuse with a time-lag far in excess of any other?” 


You Already Have the Sales Story on the BUSS Discount Sheet 


If you get this story over to your customers, it will mean dollars and 
cents in sales to you and will help you build customer good will. 


For a more complete story, ask your sales manager to get it for you 
in handy booklet form. 


BUSSMANN MANUFACTURING COMPANY, ST. LOUIS, MO. 


A Division of the McGraw Electric Company 


a 


I> wns 


Blowing Time of BUSS SUPER-LAG 
Fuse Compared to Other Makes 


These charts show results obtained in tests made by Elec: 
trical Testing Laboratories of New York as reported by them 
August 25th, 1930 on the 200 ampere 250 volt size. 30, 60, 
100, 400 and 600 ampere sizes as reported by them show 
similar results. 

Blowing times shown on one overload are not comparable 
with those at other overloads because a different scale is used 
on each chart for convenience in comparing results, 
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